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Levi Strauss added the rivets to the jeans, making them more durable and 
invaluable to the American closet. Jeans evolved from working attire to a fashion 
statement. Around the same time, athleisure became a fashion statement. Jeans were 
predominant in American closets until the early 2000s when athleisure grew and passed 
denim in sales. Currently, athleisure is leading the mindshare of adolescents and has been 
since spring 2014.  
The study’s purpose was to establish a predictive model of the factors that 
contribute to the decision-making process when purchasing denim by 13- to 19-year-old 
adolescents living in the U.S. This was done through three objectives: (a) identify the 
quality attributes and personal and media influences used when determining to buy denim 
jeans, (b) identify past purchasing behaviors as related to denim jeans, and (c) determine 
what factors predict intention to purchase denim jeans.  
iv 
A conceptual model was developed from the buyer-decision process, quality 
attributes, behavioral characteristics, and sociodemographics to predict an adolescent’s 
denim purchase intentions. An opt-in panel of 460 adolescents living in the U.S. took a 
researcher-developed questionnaire online. Objectives one and two were analyzed with 
descriptive statistics. Important denim attributes included comfort and fit, price, 
durability, and body perception. Objective three used hierarchical multiple regression 
analysis to predict the intention to purchase denim jeans using product attributes, 
sociodemographics, and purchasing behaviors of denim jeans. Personal and media 
influence lacked enough importance to be included in the model. 
Intention to purchase denim could be predicted by intrinsic attributes-appearance 
of fabric on body, cognitive attributes, if denim had a tighter fit, and if denim was 
purchased in the last three months. Predictors that decreased respondents’ intention to 
purchase denim jeans included if the price for one pair of denim was increasingly more 
than $40 and gender. The findings could help manufacturers focus on what adolescents 
consider important in denim jeans and adjust production and marketing as needed. 
Future research should determine which attributes contributed to the significance 
of intrinsic attributes-appearance of fabric on the body and cognitive attributes. Another 
research study could conduct research with physical examples of denim jeans present.  
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The purpose of this study was to establish a predictive model of the factors that 
contribute to the decision-making process when purchasing denim by 13- to 19-year-old 
adolescents living in the U.S. The researcher created an online survey through Qualtrics 
and administered it to an opt-in panel of adolescents, through Centiment. There were 460 
survey responses collected.  
Important denim attributes to respondents included comfort and fit, price, 
durability, and body perception. Significant predictors that increased respondents’ 
intention to purchase denim jeans included intrinsic attributes-appearance of fabric on the 
body, cognitive attributes, tighter fit, and purchased denim in the last three months. 
Significant predictors that decreased respondents’ intention to purchase denim jeans 
included if the price was increasingly more than $40 and gender. The information 
gathered in this study could help manufacturers focus on what adolescents consider 
important in denim jeans and adjust production and marketing strategy as needed. 
Future research should determine which attributes were contributing to the 
significance of intrinsic attributes-appearance of fabric on the body and cognitive 
attributes. Another future research study could conduct the research with physical 
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Denim jeans have been a staple in the American closet since Levi Strauss & 
Company came out with the first riveted blue jean in 1873. The riveted jean was created 
and patented by Levi Strauss and Jacob Davis. The new rivet design was made to make 
the jeans more durable to last in hard working conditions. Jeans expanded from the 
working class to the general population during the hippie movement in the 1960s; then in 
the late 1970s designer jeans became a high-end fashion garment. Not far behind, athletic 
wear became a fashion statement in the early 1980s, but it was in the early 2000s when 
athleisure made an impact on the fashion world and in the closets of women.  
The athleisure trend is replacing denim jeans with leggings, jeggings, and tights in 
many closets. Piper Jaffray surveys about 6,000 upper income teens, with an average age 
of 16 years, every six months to find out their preferences in fashion, movies, food, etc. 
In fall 2009, athleisure was at its low with preference from 1.5% of female teens. In fall 
2010, denim was at its high with 20.2% of the female teen market preference. In 2014, 
athleisure passed denim as the preference for female teens at 14.4% of the mindshare 
compared to denim at 12.7%. In spring 2015, athleisure took an even higher set of the 
female teen mindshare at 15.6% with denim only at 9.1% (see Figure 1). In spring 2018, 
the athletic brands continue to lead the market with Nike (23%) and Adidas (6%) being 
two of the top five clothing brands and making up 29% of the mindshare for all teens.  
There was an inconsistency between the mindshare of spring 2015 and the sales 
of spring 2015. According to the NPD Group, in May 2015, Generation Z, the oldest  
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Figure 1. Results of upper-income females’ mindshare of denim compared to athleisure. 
Reprinted with permission from Piper Jaffray & Co. Spring 2016 “Taking Stock with 
Teens” survey (see Appendix A for letter of permission).  
 
 
person in this generation is about 22-years of age, accounted for 24% of the denim sales 
(see Table 1). This might explain that in fall 2016, denim saw a rise to 19.5%, but 
athleisure followed suit still taking 41% of the mindshare in spring 2017. In fall 2017, a 
small shift was seen from athletic brands to streetwear brands.  
The apparel industry is recognizing the discretionary spending Generation Y 
(Millennials) and Z possess. Lindstrom (2004) stated that these generations are the 
“richest generations in history” (p. 191). Royer, Jordan, and Harrison (2005) did a study 
with questionnaires that were adapted to be developmentally appropriate for 809  
3 
Table 1 
Jean Sales by Generation: U.S. Dollar Share, 12 
months June 2014 – May 2015 
 
Generation groups Dollar share (%) 
Generation Z 24 
Millennials 28 
Generation X 19 
Baby boomers 23 
Silent generation  5 
Note. “The NPD Group, Inc. /Consumer Tracking Service, 
June 2014 – May 2015.” In 2015, the generations are defined 
as follows: Generation Z (age 17 and under), Millennials (age 
18-34), Generation X (age 35-49), Baby Boomers (age 50-
69), and Silent Generation (age 70 and above). 
 
 
elementary- to college-age youth from rural, suburban, and city areas in Florida. They 
found that the discretionary spending of youth is just as much as college-students, but 
youth have fewer to no financial responsibilities. On top of this financial freedom, Zollo 
(1999) found that teens influence more than $200 billion per year in family purchases. In 
spring 2017, Piper Jaffray reported teens were spending 19% of their income on clothing. 
Since that time, Piper Jaffrary reported overall teen spending was up 2%, and since fall 
2017 it was up 6%. The Statistic Brain Research Institute compiled statistics on teen 
spending and intentions for spending for 2016 (see Table 2). Using the numbers from 
Statistic Brain and the percentage from Piper Jaffray, teen spending on clothing comes 
out to be about $39.3 billion per year. This age group is powerful and profitable in the 
market (Zollo, 1999); the denim industry needs to know what teenagers want, so 
designers they can create and market jeans that meet the needs and values of adolescents 





Teen Consumer Spending Statistics for 2017 
 
Teenage consumer spending statistics Data 
Total number of teens in the U.S. 26,873,000 
Total U.S. teen spending (Products bought by and for teens) $264.0 Billion 
Total annual teen income in the U.S. $ 92.5 Billion 
Average annual income of a 12-14 year-old $2,767 
Average annual income of a 15-17 year-old $4,972 
Percent of teens who would choose a new pair of jeans over concert tickets 63% 
Percent of girls age 13-18 who bought 10 or more items of clothing in the past 
six months 
41% 
Percent of girls age 13-18 who bought 5 to 9 items of clothing in the past six 
months 
21% 
Percent of girls who identified shopping as one of their “hobbies and activities” 79% 
Percent of teens who say they are currently saving 38% 
Percent of teens saving who said they were saving for clothes  57% 
Note. Table recreated from the Statistic Brain Research Institute (2017): Teenage Consumer Spending 
Statistics. Retrieved from https://www.statisticbrain.com/teenage-consumer-spending-statistics/. Reprinted 





In a seminal publication, Schutz, Cardello, and Winterhalter (2005) separated the 
construct of clothing comfort into three distinct categories, including intrinsic, extrinsic, 
and attitudinal/cognitive attributes. Intrinsic and extrinsic product attributes are also 
commonly used by researchers to assess consumer views on products (Olson & Jacoby, 
1972; Rahman, 2011, 2012). Other research implied that attitudinal/cognitive attributes 
play a role in assessing consumers’ view, even if they have not been put in these terms 
before (Norman, 1976; Rahman, 2011, 2012). Wearers then use each of these attributes to 
decide what they value out of their clothing; consumers may prefer construction over 
5 
brand name, country-of-origin over aesthetics, or fit over comfort. If the decision-making 
process turns out favorable toward the garment, then the decision may result in a 
purchase.  
A few studies have looked at consumer preferences toward denim clothing, such 
as jeans, in Canada (Rahman, 2011, 2012), Shanghai, Bangalore (Jin, Park, & Ryu, 2010; 
Wu, 2005), India (Binwani, 2014), Australia (Jegethesan, Sneddon, & Soutar, 2012), and 
South Africa (Herbst & Burger, 2002; Klerk & Lubbe, 2008). However, fewer studies 
have focused on consumer denim preferences within the U.S., which is an interesting gap 
in the research because jeans were first worn by male miners on the west coast of the 
U.S. (Binwani, 2014; Shin, Fowler, & Lee, 2013). 
Adolescents have had their own subculture since the 1950s when the concept of a 
“teenager” was accepted. Since this time, teenagers have been recognized as having 
different values and responsibilities that make them a separate market group to be studied 
(Brown, 1972). Many of the studies on denim jeans have primarily examined preferences 
in consumers who are 18 years and older (Feather, Ford, & Herr, 1996; Hull, 1963; Klerk 
& Lubbe, 2008; Schutz & Phillips, 1976; Swinker & Hines, 2005). Thus, the present state 
of knowledge about consumer preferences is limited to those purchasing the clothing; 
however, additional research is necessary to investigate the preferences of 13- to 19-year-
old adolescents (Shin et al., 2013). 
Since athleisure was launched, there is still a large portion of the mindshare that is 
preferring athleisure over denim. This has also lowered the overall sales of denim jeans. 
A better understanding of consumer preferences toward denim jeans from 13- to 19-year-
6 
old adolescents will give designers, manufacturers, and marketers the opportunity to 
create and sell denim jeans that are more appealing and relevant to fashion innovators and 





The purpose of this study was to establish a predictive model of the factors that 
contribute to the decision-making process when purchasing denim by 13- to 19-year-old 




1. Identify the quality attributes and the personal and media influences used 
when determining to buy denim jeans.  
 
2. Identify past purchasing behaviors as related to denim jeans. 
 
3. Determine what quality attributes, personal and media influences, past 
experience, and sociodemographic characteristics predict intention to purchase 






1. All participants have experience with shopping for clothing and have used 
their judgement on whether to buy a garment.  
 
2. Participants’ responses will vary based on if they buy their own clothing or 
not.  
 








1. The participants’ fashion and clothing terminology may be limited.  
 
2. The sample is limited to people who had a computer or mobile device to take 
the online survey. 
 
3. The generalizability of the results due to respondents being an opt-in panel. 
 
4. Information was only collected for the questions asked in the online survey, so 
this can lead to missing information important to the research problem that 
could be addressed through qualitative methods.  
 
 
Significance of the Study 
 
 
With new technology shifting the markets, it was important to see what the 
current consumer preferences are. It was also important to see what would keep teens 
purchasing “traditional wear,” such as denim. This investigation was undertaken to 
explore the factors adolescents, ages 13-19, use when deciding to purchase denim. 
Female teens are normally the innovators and early adopters of fashion (Beaudoin, 
Lachance, & Robitaille, 2003; Goldsmith, Heitmeyer, & Freiden, 1991). Fashion 
innovators and early adopters are important in to the fashion world by getting new 
designs out by word-of-mouth and electronic word-of-mouth (Bush, Bush, Clark, & 
Bush, 2005; Martínez & Polo, 1996; Phau & Lo, 1996; Wolny, 2013). These become 
important factors for the denim industry as they are coming back from a sales lull due to 
the rise of athleisure wear. Determining what product attribute discrepancies exist may 
help the denim industry to change their model and further increase sales. 
The results and methods used in this research can be used in the future to identify 
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product attribute important to adolescents 13 to 19 years of age with other articles of 
clothing, such as athletic t-shirts, sports bras, and every day shirts. Specifically, this 
research may be used to develop a list of product attributes for manufacturers to make 
their clothing fit the preferences of this consumer group.  
 
Definition of Terms 
 
 
Athleisure: Casual, comfortable clothing designed to be suitable both for exercise 
and everyday wear (“Athleisure,” n.d.). 
Cognitive attributes: Interpretations of a product based on knowledge (Hines & 
Swinker, 2001), emotions (Klerk & Lubbe, 2008), personal values (Hines & O’Neal, 
1995), experiential values (Rahman, Yan, & Liu, 2010; Rahman, Liu, Lam & Chan, 
2011), social values (Rahman, 2012), psychological values, and symbolic meaning 
(Rahman, 2012; Rahman et al., 2010, 2011).  
Comfort: A state of pleasant psychological, physiological, and physical harmony 
between a human being and the environment (Li, 1998; Slater, 1986). 
Denim: A sturdy cotton warp-faced textile in which the weft passes under two or 
more warp thread. This twill weaving produces a diagonal ribbing that distinguishes it 
from cotton duck (Mogahzy, 2009).  
Design details: The parts of the garment that distinguish one style of garment 
from another style of garment. For example, a shirt made out of knit fabric with a ribbing 
at the neckline may be called a t-shirt, while a shirt made out of knit fabric with a collar 
and a button placket may be called a polo shirt. 
9 
Early adopter: An early customer for a product or company; they make up about 
13.5% of the population (Rogers, 2003). 
Extrinsic attributes: Those aspects of a product that are external to, or not 
pertaining to, the material and construction of the product (Abraham, 1992; Bayraktar, 
Uslay, & Ndubisi, 2015; Olson & Jacoby, 1972).  
Fashion innovators: The chief buyers of a product at its introductory phase (Phau 
& Lo, 1996). Fashion innovators are known for starting trends. Fashion innovators make 
up about 2.5% of the population (Rogers, 2003). 
Fit: Can be defined as the conformance of a garment to an individual’s body type 
or size (Rahman, 2011). 
Intention: Capture the motivational factors that influence a behavior; they indicate 
how hard a person is willing to try, how much effort they are planning to exert, in order 
to perform a behavior (Ajzen, 1991). 
Intrinsic attributes: Those aspects of a product that are inherent in the product’s 
materials and construction (Abraham, 1992; Bayraktar, Uslay, & Ndubisi, 2015; Olson & 
Jacoby, 1972). 
Mindshare: A controlling or predominant hold of one’s attention that is gained 
especially by marketing ploys (“Mindshare,” n.d.). 
Perception: The way you think about or understand someone or something 
(“Perception,” n.d.). 
Style: A characteristic or distinctive form of dress that exists independent of 
fashion (e.g., hippie, gothic, cowboy) (Williams, 2003). 
10 
Textiles: A type of cloth (woven, knit, or nonwoven fabric) (“Textile,” n.d.). 
Trend: A current style or preference (“Trend,” n.d.). A trend lasts longer than a 
fad. A trend can be determined by comparing the prevailing fashion with the previous 




This chapter introduced the history of riveted denim jeans and the changes have 
gone through over the decades. Currently, the denim market is struggling because of the 
athleisure trend. With the shift in the market, this study wanted to find consumer 
preferences of adolescents 13 to 19 years old in the U.S. Adolescent consumer 
preferences have not been extensively studied, but adolescents have influence in the 
clothing market. Understanding adolescents’ consumer preferences has the potential for 
manufacturers to adjust and make denim jeans a greater part of the market share. Finally, 





REVIEW OF THE LITERATURE 
 
 
The theoretical framework of this study was based on the buyer-decision process. 
Denim makers and designers need to know what, if any, changes can be made to their 
product to make it more appealing to consumers. This change could help take back their 
market share and mindshare of adolescents 13 to 19 years old. 
This literature review expanded on the product attributes consumers use to 
evaluate an article of clothing, which include intrinsic attributes, extrinsic attributes, and 
cognitive attributes. Additionally, it reviewed past purchase behaviors, the 
sociodemographic characteristics in denim jean preferences, and the media and personal 







 First introduced by Engel, Kollat, and Blackwell (1968), the buyer-decision 
process is the steps consumers go through when deciding on whether or not they should 
make a purchase. Five steps exist in this process: need recognition, information search, 
evaluation of alternatives, purchase decision, and post purchase behavior. The scope of 
this study only encompassed the first four steps of the buyer-decision process (see Figure 
2). Equal time may not be spent on each of the steps for every decision. Some consumers 
may not know they are even going through the steps. The entire buyer-decision process is 
important to marketers, rather than just the purchase decision, because they can better  
12 
 
Figure 2. Buyer-decision process. Adapted from “Consumer behavior,” by J. F. Engel, D. 
T. Kollat, & R. D. Blackwell, 1968, South-Western, a part of Cengage, Inc. Reprinted by 
permission (see Appendix A for letter of permission). www.cengage.com/permissions  
 
 
predict the needs of consumers and adjust as needed (Kotler & Armstrong, 2016). 
Need recognition. The buyer-decision process begins with consumers 
recognizing a need. This need can be recognized through internal stimuli (hunger, thirst, 
general needs, etc.) or external stimuli (peers, parents, advertising, etc.; Kotler & 
Armstrong, 2016). The decision process can end here; consumers may recognize the need 
but not want to move forward or may not have the means to move forward (Engel et al., 
1968). 
13 
 Information search. After the need is recognized, consumers will then start 
finding options that are viable. Consumers will use cognitive attributes to find 
information to help them make their purchase decision. They will look to personal 
sources, such as friends and family; commercial sources, such as advertising; public 
sources, such as mass media and social media; and experiential sources, such as using the 
product (Engel et al., 1968; Kotler & Armstrong, 2016). Personal sources are considered 
to be the most influential, especially for expensive purchases (Ahmad, Vveinhardt, & 
Raheem, 2014; Kotler & Armstrong, 2016). Consumers will also look to intrinsic and 
extrinsic attributes they have seen in their past experiences, such as trying on the product 
in the dressing room (Kotler & Armstrong, 2016). The process may stop at this point 
because consumers could not find alternatives or did not want to find alternatives.  
Evaluation of alternatives. After the information has been collected, consumers 
will evaluate each of the options. They continue to use personal and media influences, as 
well as product attributes (intrinsic and extrinsic) that are from previous experiences and 
new experiences to make this decision. They will decide which attribute is the most 
important to their situation, what they believe about the various brands they have 
explored, and how satisfied they think they will be with the product (Kotler & 
Armstrong, 2016). The decision process could stop at this step because consumers are too 
cautious to move forward, or none of the options seem to fit the needs of the buyers 
(Engel et al., 1968). 
Purchase decision. Each of the preceding steps has led to the purchase itself, but 
there is still not a guarantee of purchase. The influence of friends and family may still 
14 
affect the final decision, as well as unexpected situations that were not in the consumers’ 
initial analysis (Engel et al., 1968; Kotler & Armstrong, 2016).  
 Post-purchase behavior. If the purchase is made, the buyer-decision process is 
still not over. Now consumers have gained more knowledge about the product by owning 
and using the product. Buyers decide if they are satisfied or dissatisfied with the product 
based on how they thought the product would perform and how it actually performs 
(Engel et al., 1968; Kotler & Armstrong, 2016). This step is important to marketers 
because consumer opinions will affect how the product is changed in the future. It is also 
important because companies want repeat customers. If the product does not deliver what 
it promised to do, then it is unlikely the product or brand will be purchased again (Kotler 
& Armstrong, 2016).  
 Variations. Engel et al. (1968) and Kotler and Armstrong (2016) pointed out that 
consumers may not go through all of these steps each time they decide. Depending on the 
type of decision, some steps are gone through multiple times, and some steps are skipped 
altogether. Engel et al. gave the example of three different types of decisions that are 
made: extended decisions, limited decisions, and habitual decisions. If consumers are 
making an extensive decision, they will most likely go through all the steps. Consumers 
are probably in a new situation, trying out a new brand, or making a high-risk purchase 
where they need to carefully weigh all of the options. Next, limited decisions are when 
consumers do not need to look for alternatives or do not want to look for alternatives. 
They weigh the options they already know about and make their decision. Finally, 
habitual decisions are when consumers have already made the decision in the past. The 
15 
consumers recognize a need, like they are getting low on toothpaste, and they skip right 





Product Attributes in Clothing 
 
Product attributes are used by manufacturers and consumers to determine if the 
garment meets industry standards and if the garment meets personal standards (Swinker 
& Hines, 2005). Abraham (1992) identified 79 attributes consumers use when evaluating 
clothing and making a purchase, which are further divided into four themes: physical 
appearance, physical performance, expressive, and extrinsic. Rahman (2011) stated that 
the product attributes can help a consumer compare products in the decision-making 
process.  
Researchers have categorized product attributes to include intrinsic and extrinsic 
(Olsen & Jacoby, 1972; Szybillo & Jacoby, 1974); concrete and abstract (Claeys, 
Swinnen, & Abeele, 1995); product-related and non-product-related (Keller, 2003); and 
tangible and intangible (Friedmann & Lessig, 1986; Hirschman, 1980). Intrinsic and 
extrinsic are the most common ways researchers have defined product attributes. It was 
also accepted that consumers are influenced by both intrinsic and extrinsic attributes 
when evaluating products. Product attributes are important to continue to be studied 
because there is not a consensus on what attributes are affecting consumer purchases 
more than others (Swinker & Hines, 2005).  
Intrinsic attributes. The definition of intrinsic attributes has been agreed upon by 
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many as the inherent attributes of a garment that cannot be changed without changing the 
garment itself (Abraham, 1992; Bayraktar et al., 2015; Olson & Jacoby, 1972; Rahman, 
2011; Wang & Tang, 2011). Intrinsic attributes include, but are not limited to, fabric 
(e.g., weight, construction, fiber content), style (e.g., boot cut, skinny jean, flare, etc.), 
color, pattern, texture, fit, coordinating notions (e.g., buttons, zippers, ribbon, etc.), 
garment construction (e.g., plaids match, seams well stitched, cut on grain, etc.), and 
design details (e.g., darts, pleats, gathers, necklines, length, etc.) (Abraham, 1992; 
Rahman, 2011; Schutz et al., 2005). 
There is a discrepancy between what intrinsic attributes consumers focus on and 
what intrinsic attributes manufacturers focus on. Consumers generally focus on the 
aesthetic part of the garment, such as additional style details, if the garment is trendy, and 
the image it portrays. This may cause manufacturers to focus on that as well, instead of 
the construction, fabric, and notions. This shift in focus may cause manufacturers to 
lower their quality standards on the construction of the garment itself. Overall, this will 
reduce the quality of the garment (Swinker & Hines, 2005). 
Intrinsic attributes, in relation to extrinsic attributes, are more influential to 
consumers in the decision-making process (Rahman, 2011). This claim is validated by 
other studies that found when young consumers are deciding on what garment to 
purchase, they used intrinsic attributes to help make that decision (De Long, LaBat, 
Nelson, Koh, & Kim, 2002; Rahman, Yan, & Liu, 2009; Rahman, Zhu, & Liu, 2008; 
Swinker & Hines, 2005). 
 Quality. Quality is an intrinsic attribute that gets evaluated in tandem with other 
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attributes (Abraham, 1992). Quality is another place where there is a disparity between 
the industry and consumers. The industry uses concrete elements that can be measured 
objectively to determine the quality of a garment. On the other hand, consumers use 
concrete attributes as well as cognitive attributes to determine the quality of a garment. 
The challenge facing the industry to use consumer perspectives to measure quality is that 
consumer perspectives change over time as they become more experienced shoppers 
(Abraham, 1992).  
Attributes that influence consumer perceptions of quality are often intrinsic. 
Fabric choice, for example, was the highest intrinsic indicator of quality to consumers 
(Hines & O’Neal, 1995; Rahman, 2012, Swinker & Hines, 2005). Klerk and Lubbe 
(2008) found that the design and materials of the garment influence the perception of 
garment quality. The two most influential factors they found were color and texture, both 
of which relate back to the fabric.  
Although intrinsic attributes are normally associated with garment quality, some 
studies have shown extrinsic attributes can also influence consumer perceptions of a 
garment’s quality and overall evaluation of the garment (Chowdhury & Biswas, 2011; 
Insch & McBride, 1999; Li, Monroe, & Chan, 1994; Wall, Liefeld, & Heslop, 1991; 
Zeithaml, 1988). This was confirmed when Teas and Agarwal (2000) found the extrinsic 
attributes of the wristwatch significantly influenced the consumers’ views of the 
perceived quality. Swinker and Hines (2005) found that aesthetic, performance, and 
extrinsic attributes were found to be essential in the consumers’ perception of clothing 
quality. Finally, brand names have also been used to indicate overall quality; it is still 
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argued that consumers use intrinsic attributes to make their decisions (Rahman, 2011).  
 A consumer’s personal values [cognitive attributes] also influence quality 
perception (Hines & O’Neal, 1995). In a means-end chain model study of 25 women, 
Hines and O’Neal identified four underlying factors women associate with high quality 
garments: aesthetics, economic/performance, physiological, and social/psychological 
consequences.  
Comfort and fit. Comfort is another intrinsic attribute that is not normally 
independent of other product attributes (Abraham, 1992). Clothing comfort is a relative 
construct to people. Research has been conducted to understand what factors impact the 
perception of clothing comfort. Comfort also encompasses the same aspects when 
looking at product attributes. Schutz et al. (2005) separated the construct of clothing 
comfort into three distinct categories including intrinsic, extrinsic, and 
attitudinal/cognitive factors. A person’s perception of level of comfort in an article of 
clothing can be determined by, but is not limited to, the feel of the fabric, the fit, the 
construction of the garment, the style of the garment, the activity the person is 
participating in, the person’s mood, and other environmental factors (Kamalha, Zeng, 
Mwasiagi, & Kyatuheire, 2013). 
Fit is closely related to comfort because if the garment does not conform well to 
the body (Rahman, 2011), then the wearer may not purchase the item. The fit also affects 
how people will see their body. In a study of women’s collegiate basketball players, 
Feather et al. (1996) concluded that the design and fit of basketball uniforms can affect 
the perceptions the players have of their bodies. These findings are addressed more in the 
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cognitive attributes section.  
The physical factors of comfort and fit were the two most influential components 
when determining if a consumer was satisfied with the article of clothing (Kaplan & 
Okur, 2008). Morris and Prato (1981) found that and comfort and fit were the most 
important factors for consumers when determining if they like denim jeans or not. In their 
study, fabrics that shrunk the most over time had the lowest comfort ratings because the 
fit changed over the life of the garment.  
Extrinsic attributes. Extrinsic attributes are the parts of the product that can be 
changed without influencing the physical garment (Wang & Tang, 2011). Extrinsic 
attributes were found to not be as influential as intrinsic attributes, in general (Olsen & 
Jacoby, 1972) and for denim jeans (Rahman, 2011; Rahman, Jiang, & Liu, 2010). The 
extrinsic attributes relevant to consumers for a product like denim jeans were branding, 
store, reputation of the manufacturer, and care instructions (Bayraktar et al., 2015; Olsen 
& Jacoby, 1972; Rahman, 2011; Schutz et al., 2005; Wu, 2005). Brand was commonly 
asked across most clothing consumer research; the other extrinsic attributes were seen 
throughout the research but not as consistently.  
Brand names. Branding is an effective tool of marketers. In fall 2018, Piper 
Jaffray reported 45% of teens said brand in important when making a purchase. Brands 
can be used to portray a lifestyle and the image of the consumer (Wang & Tang, 2011). 
Consumers may purchase a brand to show who they are, who they would like to be, or to 
follow social norms (Badaoui, Lebrun, & Bouchet, 2012; Grubb & Hupp, 1968; Grubb & 
Stern, 1971; Solomon, 1983; Wang & Tang, 2011), to portray social status (O’Cass, 
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2002; O’Cass & Frost, 2002; Truong, Simmons, Mccoll, & Kitchen, 2008), and to 
conform or differentiate themselves from those around them (Wade, 2011).  
Kaiser (1990), Simpson, Douglas, and Schimmel (1998), and Kasser and Kanner 
(2004) said that peer influence was a major factor of brand choice. Adolescent brand 
choices become important to marketers because teens have higher brand loyalty (Yoh, 
2005), and the patterns adolescents set may influence their future decision-making 
process (Kotler & Armstrong, 2016). Herbst and Burger (2002) stated that brand was the 
most important attribute for adolescents when selecting denim jeans. 
In contrast, Zollo (1999) said there was a decrease in brand loyalty in apparel 
among adolescents because of the increase of brand options. Herbst and Burger (2002) 
also found that adolescents were willing to switch jean brands if the prices become too 
high. This was not to say brand was not important to teens. It was important to teens to be 
wearing the most popular brand at the time. He continued by saying the Levi brand was 
not as big as it once was because smaller brands were fragmenting the market and giving 
teens options to choose jeans to show their personal taste. Rahman (2011) similarly found 
that brand alone was not a significant product attribute when purchasing denim jeans; but 
when it was correlated with price and style, the relationships were significantly positive. 
Quality and perception of self were other significant positive relationships when 
combined with brand (Wade, 2011). In a survey done by TRU Teenage Marketing and 
Lifestyle Study (1997), as cited in Zollo (1999), 62% teens stated they bought the same 
brand of jeans the last two or three times they went shopping. TRU also found that 46% 
of boys found jean brand choice to be important and 33% of girls.  
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Brand names could be used in the “affect-referral” process or “affect heuristic,” 
which shortens the decision-making process. The affect heuristic is when an individual 
can quickly use their past positive and negative experiences to quickly and efficiently 
weigh the options of a new problem (Slovic, Finucane, Peters, & MacGregor, 2007). The 
buyer-decision process suggested brand would help the consumer make a limited or 
habitual decision. In short, consumers used the perceptions they have already formed 
about a brand to influence their buying decisions (Bayraktar et al., 2015; Mitchell & 
Walsh, 2004; Teas & Agarwal, 2000). Since consumers have already built up a 
knowledge of the brand, they did not feel they have to examine each product individually.  
Store was ranked one of the lowest attributes of importance to consumers for 
denim jeans (Wu, 2005) and did not have strong implications for consumers’ perceptions 
of quality (Olsen & Jacoby, 1972). Reputation of the manufacturer has not been studied 
in denim jeans but has been studied in other products (Olsen & Jacoby, 1972).  
Price. Consumers have used the price to make inferences about the quality of a 
product, especially when other attributes were not available, in certain situations such as 
shopping online (Dodds, 2002; Dodds & Monroe, 1985; Dodds, Monroe, & Grewal, 
1991; Erickson & Johansson, 1985; Kim, 2007; Lichtenstein, Bloch, & Black, 1988; 
Lichtenstein, Ridgway, & Netemeyer, 1993; Rao & Monroe, 1988; Zeithaml, 1988). Teas 
and Agarwal (2000) found a positive relationship between price and perceived 
satisfaction as well as price and perceived quality.  
Cognitive attributes. Hansen (1969) was one of the first to propose that clothing 
evaluation should include the attitudes and the perceptions of the consumers. In the 
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modern age, purchasing clothing has become more than just a physical need (Rahman, 
2011).  
Schutz et al. (2005) suggested that the attitudinal or cognitive factors was the 
most dynamic category. This category included elements such as the functionality of the 
garment, sensory properties of the garment (Rahman, 2012), and influenced by the 
opinion of the wearer. They indicated that these attitudes are formed through the 
consumers’ previous experiences with similar garments or the brand, peer groups, and 
advertising efforts by the garment designer.  
Cognitive attributes are the interpretations of a product based on knowledge 
(Hines & Swinker, 2001), emotions (Klerk & Lubbe, 2008), personal values (Hines & 
O’Neal, 1995), experiential values (Rahman et al., 2010, 2011), social values (Rahman, 
2012), psychological values, symbolic meaning (Rahman, 2012; Rahman et al., 2010, 
2011), and religious beliefs and values (Harrell, 1986; Pişkin, 2000). In summary, 
cognitive attributes were the intangible aspects of clothing evaluation. They are the filter 
through which the consumer sees intrinsic and extrinsic attributes (Swinker & Hines, 
2005). 
Religion and consumerism. According to Harrell (1986) and Pişkin (2000) 
religion has a direct and indirect effect on consumer behavior. A person’s religious 
beliefs, rituals, values, and community affected their consumption choice (Bailey & 
Sood, 2017; Baudrillard, 1998; Mathras, Cohen, Mandel, & Mick, 2016; Pepper, Jackson, 
& Uzzell, 2011; Ursanu, 2012; Wilkes, Burnett, & Howell, 1986). The caveat was these 
four elements did not function the same in all religions, so considering the specific 
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religion or belief system was important when analyzing consumer choices (Mathras et al., 
2016). Religiously moderated consumer choices might provide stronger or weaker 
influence based not only on the beliefs, but how much a person was affiliated with the 
religion. Another reason taking specific religions into account was consumers’ choices 
might reflect and communicate their religious identity and group association (Mathras et 
al., 2016; Minkler & Coşgel, 2004; Ursanu, 2012). For example, there are taboos 
associated with clothing styles, depending on a person’s religiosity (Bailey & Sood, 
2017).  
Another factor was internal versus external religiosity. Those with intrinsic 
religiosity were more likely to hold to ethical consumer beliefs (such as not cutting in 
line, pay the correct price, sustainability, hold pro-environmental views, etc.) and 
volunteering. Those with extrinsic religiosity also had a high likelihood of believing in 
sustainability and volunteering, and they were also more likely to be materialistic and 
status-seeking (Babakus, Cornwell, Mitchell, & Schlegelmilch, 2004; Minton, Kahle, 
Jiuan, & Tambyah, 2016; Vitell, Paolillo, Singh, 2005).  
Other factors that influenced the analysis of religion and consumer behavior 
included which religion a person belongs to (Bailey & Sood, 2017), social and economic 
class (Hawkins, Best, & Coney, 1997), if the religion was a majority or minority in the 
area a person lives, and how the social system in which a person lives influenced their 
religion and vice versa (Greeley, 1963).  Mokhlis (2009) found three significant shopping 
orientation factors related to religiosity: quality consciousness, price consciousness, and 
impulsive shopping.  
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Mathras et al. (2016) suggested people who were not religious were more 
susceptible to marketing ploys. It was possibly because people unaffiliated with a religion 
were trying to substitute consumerism for a lack of community or lack of belief system.  
Social awareness. In the recent past, there has been an increased consumer 
awareness of sustainability in the fashion industry (Fernando, 2007). Manufacturers and 
retailers have put a greater focus educating consumers on eco-friendly choices on due to 
the mass consumption of clothing (Fernando, 2007; Shen, Zheng, Chow, & Chow, 2014). 
Although adolescents are open to environmentally safe practices, sustainability is not 
usually a concept they relate with fashion. “Fast-fashion” is the antithesis of 
sustainability as it is meant to be inexpensive and only last as long as the latest trend. 
This is appealing to young consumers as it imitates high fashion but in their budget (Joy, 
Sherry, Venkatesh, Wang, & Chan, 2012).  
Denim preferences. Fit was the most important attribute to consumers when 
determining if they like a pair of denim jeans (Morris & Prato, 1981; Rahman, 2011, 
2012; Shin et al., 2013; Wu, 2005); consumers relate the fit to the overall quality of the 
denim jeans and their personal satisfaction (Rahman, 2011).  
Other attributes that were found to be important in denim selection were comfort 
(Morris & Prato, 1981; Rahman, 2011; Upadhyay & Ambavale, 2013), fabric, stitch, 
style, and color (Rahman, 2011, 2012). 
In a study done by Rahman (2012), the visual judgements of denim jeans (color, 
fabric, and stitch) were associated with price, quality, social appropriateness, and 
appearance and body image. The tactile judgments of denim jean (hand feel and stretch) 
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were associated with price, quality, and shape retention—physical and psychological 
comfort. Rahman (2011) also found that denim jeans could be used as a signifier of 
image. 
With relation to fabric, Hollies, Custer, Morin, and Howard (1979) found 
participants selected cotton jeans to blended jeans in each trial. This preference was 
shown in all the factors but stiffness. Both men and women rated cotton jeans to be stiffer 
than blended jeans.   
 
Past Experience with Denim Jeans 
The “Denim Jeans Industry Market Analysis” (2018) analyzed the denim jeans 
market and found that 96% of consumers in the U.S. own a pair of jeans. Jeans were also 
found as the most common type of pant owned by Chinese consumers (Wu, 2005). On 
average, most consumers, in and out of the U.S., own 5 to 10 pairs of jeans (Rahman, 
2011; Rahman et al., 2010; Son, 2007; Wang & Tang, 2011; Wu, 2005). Most consumers 
also indicated they wear denim almost every day (Rahman, 2011; Rahman et al., 2010). 
A denim jean market analysis indicated that 60% of consumers wear denim jeans an 
average of four days a week (“Denim Jeans Industry Market Analysis,” 2018). 
Wang and Tang (2011) found 43.4% of their respondents had purchased Levi 
brand jeans in the last six months. The average price of a pair of denim jeans in the U.S. 
was $46.43 (“Denim Jeans Industry Market Analysis,” 2018). Most consumers were 
willing to spend about $45 on an item of clothing (Son, 2007) and anywhere from $6-$18 
on a single pair of denim jeans (Fadiga, 2003; Wu, 2005). Wang and Tang found most of 
their respondents would spend $33-$99 on Levi brand denim.  
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Finally, Shin et al. (2013) found most consumers like to purchase denim jeans in 
stores. While they may look to personal and media influences for trends, denim jeans are 
an article of clothing consumers highly value the comfort and fit. This is most effectively 
done in a store where consumers can peruse how styles look on their body.  
 
Personal and Media Influences on Teen  
Decision-Making When Making a  
Purchase 
 
Teenagers rely on personal and media sources that influence their decision-
making process. The Statistics Brain Research Institute complied statistics on what the 
major sources girls use to find the latest trends (see Table 3). In general, the three major 
sources of adolescent influences were peers, parents, and media (Mascarenhas & Higby, 
1993; Moschis & Churchill, 1987; Shim & Koh, 1997; Zollo, 1999).  
Adolescents are young consumers and are learning what they value and who they 
want to be, thus teens turned to reference groups (Keillor et al., 1996). Normative  
 
Table 3 
Sources Girls Use When Finding the Latest Trends 2017 
Sources Percent 
Friends/peers 81 
Fashion magazines 68 
Ads 68 
Company websites 44 




Note. Table recreated from the Statistic Brain 
Research Institute (2017). (See Appendix C for 
letter of permission).  
27 
reference groups included parents, coworkers, teachers, and peers who provide the 
individual with norms, values, and attitudes through direct interaction (Bristol & 
Mangleburg, 2005; Childers & Rao, 1992; Subramanian & Subramanian, 1995). The 
normative reference group influence was determined by the viewer’s perception of the 
groups’ credibility, trustworthiness, social status, appearance, and personality (Burke, 
2017; Grimm et al., 1999). 
Peers. During the adolescent years, peers had a high influence on consumer 
decisions (Makgosa & Mohube, 2007; Niu, 2013; Shim & Koh, 1997). Studies have 
shown a correlation between teenage consumer behaviors and the frequency the teenage 
consumers interacted with their peers (Kinley, Josiam, & Lockett, 2010; Mangleburg, 
Grewal, & Bristol, 1997; Mascarenhas & Higby, 1993; Moschis & Churchill, 1987). 
Gardner and Steinberg (2005) said that if there was a risk to be taken, it was most likely 
adolescents who would engage if there was peer influence. Their peers taught them about 
the symbolic meaning of goods and where to shop (Elliott & Leonard, 2004). Teens 
would take their peers’ advice because they want to “fit in” with their reference group 
(Developing Adolescents, 2002; Steinberg & Monahan, 2007; Yoh, 2005) or to be 
popular within that group (McElhaney, Antonishak, & Allen, 2008). Maurya and Sharma 
(2014) found that peers affected the buying behaviors of male teenagers more than 
females. Evans (1964) suggested not all teenagers use clothing to “fit in.” Some teenagers 
used the clothing and the influence of their peers to be different from the group, to 
compensate for lacking areas of their life, and to be seen as superior to others.  
Silva, Machado, and Cruz (2017) found peers have more influence in the early 
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stages of the buyer-decision process (i.e., need recognition, information search, and 
evaluation of alternatives) than they do later in the process. They posited that this might 
be because most of their respondents did not work for pay outside the home and their 
parents gained more influence over the final purchase. Maurya and Sharma (2014) found 
adolescents were more confident when they made fashion choices based on their 
personality and personal preferences. While peers helped generate ideas of what 
adolescents would like to buy, personal preferences and parents played a larger role in the 
final purchase.  
Peers did not have equal influence over all products. Makgosa and Mohube 
(2007) found there was a difference of peer influence between publicly consumed 
luxuries and privately consumed necessities. Publicly consumed luxuries (e.g., high-end 
clothing, shoes, and accessories) were more strongly influenced by peers than privately 
consumed necessities (e.g., toothpaste; Childers & Rao, 1992). Peer influence also 
decreased in late adolescence as teens matured and discovered their own identity 
(Mascarenhas & Higby, 1993; Steinberg & Monahan, 2007). Of the teens surveyed in 
Lubbock, Texas, 34.6% reported peers as a personal influence on purchasing denim jeans 
(Shin et al., 2013).  
Parents. Another major influence for teens in learning consumer behavior are the 
parents (Mangleburg et al., 1997). According to Shin et al. (2013), next to peers, family 
was the most influential source for teen when choosing a pair of denim jeans; 21.8% of 
female teenagers from Lubbock, Texas, indicated that the opinion of family members 
influenced their decision when they select and purchase denim jeans. Parents have the 
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most influence before their children gain a peer group (Schunk & Pajares, 2002; Yoh, 
2005). Parents are a part of the normative groups that teens look towards to find what is 
socially acceptable.  
Parental influence is learned different from peer influence; it is learned more from 
observation than direct communication (Mascarenhas & Higby, 1993; Moschis, Moore, 
& Smith, 1984). Mascarenhas and Higby found that teens observed most informative and 
normative behaviors when they were shopping with their parents for special occasions. 
Parental influence dominated all shopping situations except for ordinary shopping 
situations where media influence was stronger. Ward, Wackman, and Wartella (1977) 
and Wollbrink (2004) suggested parents need to socialize teens by allowing them to 
directly observe their consumer behaviors and giving opportunities for teens for guided 
consumption.  
Media. Influential mass media outlets teens used when purchasing denim jeans 
were television, magazines, and the internet (Shin et al., 2013). While peers and parents 
were still a large sphere of influence, the increase of media in adolescents’ lives has made 
those influences decrease over time (Wollbrink, 2004). The effect product attributes and 
advertising has on adolescents also changed with age. As the adolescents got older, they 
were more resistant to advertising techniques and their views on product attributes 
changed as they gained more information and experience (Moschis & Churchill, 1979).  
There has also been a correlation found between how much television a teen 
watches and their consumerism literacy (Barve, Sood, Nithya, &Virmani, 2015; “Impact 
of Media,” 2003; Kumar & Bansal, 2013; Maurya & Sharma, 2014; Shim & Koh, 1997; 
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Wollbrink, 2004). This may be because teens get more exposure to brands, stores, prices, 
and product attributes when watching television.  
Specifically, magazines were a main source of media teen girls used to get 
information about trends and clothing (Wu, 2005; Shin et al., 2013; Zollo, 1999). This 
was especially true for information pertaining to denim jeans. Wu found 57% of 
respondents went to fashion magazines for denim trends. Shin et al. had 31% of their teen 
respondents report the same thing, second only to 50% of the respondents that said media 
did not influence their denim purchasing. This could be accounted for teens not being 
aware of the impact of advertising or not defining some methods as advertising (Zollo, 
1999).  
TRU Teenage Marketing and Lifestyle Study (1998), published in Zollo (1999), 
found that only 12% of teens payed attention to internet advertising. Shin et al. (2013) 
similarly found only 4% of teens were influenced by internet content when purchasing 
denim jeans. Although, they also found that while teens did not like to use the internet to 
buy jeans, because they cannot try on the clothing, they still used social media to find the 
latest trends in denim.  
Comparative reference groups consist of athletes, actors, artists, celebrities, and 
other high achieving people that set a standard another individual aspires to be. The 
people in the comparative reference group are admired but are generally socially distant 
(Childers & Rao, 1992; Martin & Bush, 2000; Subramanian & Subramanian, 1995). 
Maurya and Sharma (2014) found celebrity’s important figures for adolescents when 
making fashion purchase decisions. 
31 
Peers, parents, media, and sociodemographics work together to create the 
consumerism perception of an adolescent. Shim and Koh (1997) based their study off of 
Sprotles and Kendall’s (1986) consumer decision-making styles and found three 
significant groups emerge. The “Value-Maximizing Recreational Shoppers” tended to be 
white girls who relied on newspapers, print ads, magazines, parental interaction, and 
consumer education at school for their consumer information. The “Brand-Maximizing 
Recreational Shoppers” tended to by minority boys who relied more on their peers and 
TV ads for consumer information. Finally, the “Apathetic Shopper” had the least amount 
of exposure to friends and media, and they also were more likely to have a part-time job. 
 
Sociodemographic Characteristics and Clothing 
 
Sociodemographic characteristics influenced the consumer clothing decisions that 
were made. Influential sociodemographic characteristics included age, gender, education, 
and ethnicity (Mascarenhas & Higby, 1993; Moschis & Churchill, 1987; Peters, 1989; 
Shim, 1996; Yoh, 2005).  
Another influential factor was education. In a study done by White (1976), 
buyers’ views of clothing and consumers’ views of clothing were more similar the more 
education that the consumer had attained. Sociodemographics that did not affect 
influence over consumer decisions include parental allowance and teen-earned income 
(Mascarenhas & Higby, 1993).  
While some sociodemographics affected the consumer decisions that were made, 
they did not affect the views of clothing standards. For example, Hollies et al. (1979) 
found that age and geographical location were not important factors when people were 
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analyzing fabric sensations. Ostermeier and Eicher (1966) found that adolescent girls 
generally agreed on clothing and appearance, regardless of social class. 
 
Family and Consumer Science Body of Knowledge 
 The societal conditions under which Family and Consumer Science (FCS) in the 
19th century were established are manifesting themselves again in the 21st century, along 
with increased diversity (Nickols et al., 2009). Nickols et al. revisited the body of 
knowledge FCS is based around. They summarized how FCS body of knowledge stems 
from life course development and human ecosystems. Inside that foundation were the 
core concepts FCS are based around: basic human needs, individual well-being, family 
strengths, and community vitality. Finally, there were the five themes that provide the 
framework for FCS in changing environments. The five themes included capacity 
building, appropriate use of technology, wellness, global interdependence, and resource 
development and sustainability. Researchers reminded FCS professionals that this body 
of knowledge is what is guiding the profession and should be guiding the FCS classroom 





Based on the theoretical framework and preceding literature review, a conceptual 
model (see Figure 3) was proposed to examine the factors influencing consumers aged 
13-19 to purchase denim jeans. From the buyer-decision process, personal and media 
influences are used during need recognition, information search, and evaluation of 






























of these factors then assist in predicting purchase intentions of denim jeans for 
adolescents. Previous denim purchase behavior and sociodemographics also affect denim 





In this chapter, the theoretical framework of the buyer-decision process was used. 
Product attributes, denim preferences, past purchasing habits for denim jeans, personal 
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making a purchase were also explored. A conceptual framework was developed to 



























The purpose of this study was to establish a predictive model of the factors that 
contribute to the decision-making process when purchasing denim by 13- to 19-year-old 
adolescents living in the U.S. The identified objectives of this study were the following: 
1. Identify the quality attributes and personal and media influences used when 
determining to buy denim jeans.  
 
2. Identify past purchasing behaviors as related to denim jeans. 
 
3. Determine what quality attributes, personal and media influences, past 
experience, and sociodemographic characteristics predict intention to purchase 






This study used an online descriptive survey created in Qualtrics and administered 
by Centiment. Descriptive research often collects data via surveys and answers the 
“what” questions of consumers (Shields & Rangarjan, 2013). Advantages of gathering 
information via an internet survey include low cost; relative ease of data collection; 
location since the questionnaire can be taken anywhere there is a computer with an 
internet connection; and the data collected can be used to gather more information about 
realistic settings (e.g., classrooms and office spaces). Disadvantages of gathering 
information via an internet survey include the wording of questions might influence 
answers; the participants might give misinformation, which would then include a 
participant who is not being studied; and questionnaires are used extensively, so people 
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are tired of taking them (Wimmer & Dominick, 2014).  
 
Population and Sample Size 
 
 
Participants selected for study ranged in age from 13-19 from the U.S. To obtain 
an accurate sample size, the population of U.S. was taken from the most current census 
data and used to calculate the number of participants. The U.S. Census Bureau (2016) 
estimated the U.S. population for youth between the ages of 10 to 19 was 417,482,232 as 
of July 1, 2016. The population, as well as the number of factors used in the regression 
model, determined a sample size of 450, using a margin error +/- 5%, confidence interval 
of 95%, and a standard deviation of 0.5 (Ary, Jacobs, & Sorenson, 2010).  
A non-probability sample was used to select participants through an opt-in panel. 
Opt-in panels use participants that have already agreed to take part in surveys. The panels 
do not allow each person within the population the same probability of being chosen, and 
it is limited to individuals who have internet access (Baker et al., 2013). Centiment uses 
various incentives to gain participants for their panels and studies. This marketing 
research and survey company used representative balancing to ensure to opt-in panel 
respondents reflect the U.S. census on age and gender. This addressed exclusion, 
selection, and nonparticipation bias, all limitations of nonprobability sampling (Baker et 





The validity of this study was established by a panel of faculty at Utah State 
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University. Panel members had expertise in agricultural communication, family and 
consumer science education, and survey methodology. They reviewed the items in the 





A soft launch of the questionnaire, similar to a pilot study, ensured the 
questionnaire works properly and allowed the researchers to revise the instrument before 
the questionnaire was administered to the nonprobability sample. There were initially 81 
responses, but eight participants did not agree to take the survey and five exited part way 
through making their data incomplete. The final number of respondents in the soft launch 
was 68, except for the cognitive attributes section that had 67 respondents. Data were 
analyzed using the Statistical Package for the Social Sciences (SPSS) version 24.0. To 
ensure consistency of Likert-type scale items within the survey, Cronbach’s alpha (α) was 
used. Cronbach (1951) found α to be a measure of internal consistency by averaging the 
correlations of all possible split-half reliabilities of the construct. A high α means the 
average correlation is high, and the scale of the construct is reliable. Specifically, if α is 
greater than .90 then the construction is highly reliable, and scores between .70 and .89 
are considered to be acceptable to use. A construct that yields an α below .70 should be 
reevaluated. Table 4 indicates the Cronbach’s alpha scores for the pilot study and actual 
survey. 
Section one used a 5-point Likert scale to ask young consumers how important 11 




Reliability Coefficients of the Index Scores of the Constructs 
 
 Reliability coefficient 
─────────────────── 
Construct Pilot test Actual survey 
Intrinsic attributes .80 .81 
Extrinsic attributes .71 .73 
Cognitive attributes .72 .69 
Personal and media influences .89 .89 
Purchase intention .38 .91 
 
 
important). The reliability score of the pilot test was .80 and was deemed acceptable for 
use in the final instrument. 
Section two used a 5-point Likert scale to ask young consumers how important 
five extrinsic attributes related to denim jeans were to them (1 = not important to 5 = very 
important). The reliability score of the pilot test was .69. The researcher removed 
“Hanger and Hangtag/packaging” from the construct to increase the alpha to .71. This 
was the only statement that would increase the alpha when removed.  
Section three used a 5-point Likert scale to ask young consumers how important 
four cognitive attributes and seven influences (two personal, five media) related to denim 
jeans were to them (1 = not important to 5 = very important). The reliability score of the 
pilot test for cognitive attributes was .72. The reliability score of the pilot test for 
personal and media influences construct was .89. These were acceptable alphas, so no 
items were removed from the construct.  
The purchase intentions construct had two statements that assessed adolescents’ 








disagree Disagree Neutral Agree 
Strongly 
agree 
I plan to purchase a pair of jeans in the 
next 6 months.           
I plan to buy the same brand the next 
time I purchase a pair of jeans.           
 
 
intentions on the pilot test was .38. This low alpha would be explained by the context of 
the statements being inconsistent. According to Ajzen (1991), the context of the purchase 
intention questions should be the same as the context behavior will occur. 
The final purchase intention items were measured by adapting three purchase 
intention items developed by Zeng (2008) with a 5-point Likert scale (1 = strongly 
disagree to 5 = strongly agree) and two willingness to buy items from with a 5-point 
Likert scale (1 = very unlikely to 5 = very likely) from Zeng (2008) and Dodds et al. 
(1991). The post-hoc alpha was .91 and was deemed acceptable for use. 
 
Exploratory Factor Analysis 
 
Reporting the Cronbach’s alpha is one way to establish the construct validity of 
scales and subscales. Exploratory factor analysis (EFA) across each of the four constructs 
to determine internal consistency amongst the 19 quality attribute items and the personal 
and media influences used in the actual survey. This EFA identified which variables 
would best predict purchase intention and which variables could be left out of the 
conceptual model. To determine what quality attributes and personal and media 
influences predict the respondents’ intention to purchase denim jeans, data screening of 
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the questionnaire was conducted using SPSS version 24. The data were reviewed for 
univariate outliers, multivariate outliers, normality, skewness, and kurtosis. In order to 
conduct an EFA, the variables needed to correlate. The correlations were reviewed by the 
researcher to check the relationships were more than .3 but less than .9. Bartlett’s test of 
sphericity was utilized to verify the variables correlated with each other. It is desired for 
the Bartlett’s test to have a significance value less than 0.5 to indicate some relationships 
between the variables. For these data, Bartlett’s test, X2 (136) = 2,237.65, p < .001, 
indicated the correlations were significant and proceeding with the EFA was appropriate. 
Additionally, there were no correlations greater than .9; therefore, the researcher 
proceeded with the belief that multicollinearity would not be a problem.  
 Kaiser (1974) recommended a minimum of 0.5 for the Kaiser-Meyer-Olkin 
(KMO) measure of sampling adequacy. Values between 0.5 and 0.7 are mediocre, values 
between 0.7 and 0.8 are good, values between 0.8 and 0.9 are great, and values above .09 
are superb. The value of 0.84 for the KMO was above the acceptable level and verified 
the sampling adequacy for analysis. To further look at the KMO, the researcher examined 
the anti-image matrices. Field (2009) suggested the values of these individual variables 
should be above 0.5. The researcher found the values for the individual items for the 
extrinsic attributes, intrinsic attributes, and cognitive attributes constructs to be above 0.5, 
except for “decorative stitching, hardware, and pocket design,” so it was excluded from 
the analysis. Personal and media influences were excluded from the regression analysis; 
upon examining the anti-image matrices, the individual values for this construct were 
greater than .5, which failed to meet one assumption of the EFA (Fields, 2009). Upon the 
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data screening, the researcher was confident the sample size was adequate for the EFA.  
 After screening the data, a principal component analysis (PCA) with orthogonal 
rotation (varimax) was conducted on the 18 quality attributes to measure denim purchase 
intentions. Principal component analysis is a procedure used to select which factors exist 
in the data and how certain variables contribute to those factors. It is a well-established 
procedure and less complicated than factor analysis (Field, 2009). A limitation of PCA is 
the conclusions are not generalizable beyond the collected sample. Since the researcher 
has found the quality attributes to be studied independent of each other, an orthogonal 
rotation, specifically varimax, allow the factors to correlate.  
 Factors were extracted using Kaiser-Guttman criterion (eigenvalues > 1) and the 
scree plot. The Kaiser-Guttman criterion identified four components with eigenvalues 
greater than one. One of the four factors identified by the Kaiser-Guttman criterion had 
only two items in it, suggesting that factor is unstable. The scree plot also identified four 
factors (see Figure 4), so all four were retained for the final analysis.  
 The orthogonal rotation returned a component matrix (see Table 6). The items 
that were cross-loaded were placed with the factor that had the higher indicator loading. 
Price was an item that did not load with the four factors and was removed from the 
extrinsic attributes construct. Seventeen items were kept for the PCA model. These four 
factors account for 58.35% of the variance, and were labeled as intrinsic attributes-
physical composition (29.10% of the variance), intrinsic attributes-appearance of fabric 
on body (12.95% of the variance), extrinsic attributes (9.94% of variance), and cognitive 
attributes (6.36% of the variance). 
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Figure 4. Scree plot of Eigenvalues for factors 1 through 17. 
 
Factor 1 (intrinsic attributes-physical composition) was comprised of six variables 
based on fabric thickness, durability, feel of fabric, care of garment, fiber content, and 
construction. Factor 2 (intrinsic attributes-appearance of fabric on body) consisted of five 
variables based on aesthetics; body perception, personal appearance, and self-image; 
color of denim; amount of stretch; and comfort and fit. Factor 3 (extrinsic attributes) 
grouped four items based on brand, store, reputation of manufacturer, and conformity to 
surroundings, popularity, and status together. Factor 4 (cognitive attributes) consisted of 





A researcher-developed questionnaire, adapted from past literature (Abraham, 




Final Pattern Matrix for Quality Attribute Items (n = 415) 
 














Fabric thickness  .72    .62 
Durability  .71    .57 
Feel of fabric  .70  .32   .60 
Care of garment  .58   .36  .58 
Fiber content  .55   .38  .55 
Construction  .52  .38   .45 
Aesthetics   .78   .64 
Body perception, personal 
appearance, self-image 
  .70   .59 
Color of denim   .66   .48 
Amount of stretch   .62   .46 
Comfort and fit  .44  .62   .59 
Brand    .83  .70 
Store    .78  .65 
Reputation of manufacturer  .31   .60  .50 
Conformity to surroundings, 
popularity, status 
   .59  .32 .50 
Personal values, morals, religion     .84 .75 
Social awareness     .78 .70 
Eigenvalue  4.95  2.20 1.69 1.08  
% of variance  29.10 12.95 9.94 6.36  
  
 
et al., 1991; Herbst & Burger, 2002; Morris & Prato, 1981; Olsen & Jacoby, 1972; 
Rahman, 2011; Rahman, 2012; Schutz et al., 2005; Son, 2007; Swinker & Hines, 2005; 
Teas & Agarwal, 2000; Wang & Tang, 2011; Wu, 2005; Zeng, 2008) was administered 
online (Appendix B). The questionnaire included a letter of information, which apprised 
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the participants of the study’s purpose, procedures, risks, confidentiality, benefits, 
compensation, voluntary participation, explanation and offer to answer questions 
(Appendix C). Participants responded to a question that certifies they have read the letter 
of information and would like to participate in the study: (a) “I have read this document 
and agree to participate in the study,” or (b) “I do not agree to participate in the study.” If 
participants read the letter of information and agreed to it, they were directed to questions 
about their preferences when purchasing and wearing denim jeans. Those who did not 
agree to participate in the study were directed to the end of the questionnaire.  
Sections one, two, and three asked the participants about their preferences on 
intrinsic attributes, extrinsic attributes, and cognitive attributes about denim jeans. Each 
section included the definition of intrinsic, extrinsic, and cognitive, respectively, before 
asking the series of questions as to give the participants context for that section. Personal 
and media influences were included in the cognitive attributes section because of their 
subjectivity in evaluating garments. A 5-point Likert scale (1 = not important to 5 = very 
important) was used by participants to rank the importance of each attribute when 
purchasing denim jeans. Each of the lists was alphabetized in order to not show 
preference of one attribute over another.  
Section four asked the participants about their denim jean preferences and past 
purchasing behaviors of denim jeans. The questions delved into specifics of some 
aesthetic attributes they preferred. The questionnaire had questions that gave them “this 
or that” options. For example, in selecting a pair of denim jeans, would you prefer them 
to be: tighter or looser, darker or lighter, etc.? There was always be a third option of 
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“does not matter to me.” Past experience with denim jeans included questions on how 
many pairs of denim jeans they own, how often they wear denim jeans, how often they go 
shopping, how much money they spend on denim jeans, and when was the last time they 
bought denim jeans. 
The researcher adapted three purchase intention items developed by Zeng (2008) 
with a 5-point Likert scale (1 = strongly disagree to 5 = strongly agree) and two 
willingness to buy items from with a 5-point Likert scale (1 = very unlikely to 5 = very 
likely) from Zeng (2008) and Dodds et al. (1991). 
Section five collected sociodemographic information about the participant. 
Information collected included resident state, gender, race/ethnicity, age, grade in school, 
job status, religiosity, who buys their clothing, how much they spend on clothing per 






Prior to data collection, the university’s Institutional Review Board (IRB) 
approved the study (Appendix D). After university IRB approved the survey, Centiment 
sent the questionnaire to the selected panel of participants via email, where they accessed 
the online survey through an anonymous link. The survey launched in August 2018. 
Centiment incentivized some individuals by generating donations for a nonprofit of their 
choice and then were compensated via check or PayPal, while other individuals were 
compensated directly via check or PayPal (K. Wassmer, personal communication, April 
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20, 2018). When individuals sign on to Centiment for the first time, they were asked 





The descriptive statistics were computed in SPSS version 24 including measures 
of central tendency, measures of variability, and frequencies. Reporting of the descriptive 
statistics was used for objectives one and two. Finally, objective three used a hierarchical 
multiple regression analysis to predict the factors that influence adolescents to purchase 
denim jeans.  
 
Independent Variables 
The independent variables that were measured at the ordinal level included 
intrinsic attributes, extrinsic attributes, cognitive attributes of denim jeans, as well as 
personal and media influences. These independent variables were treated as continuous 
variables, which is common for 5-point Likert scale items (Fields, 2009).  
Categorical independent variables included in the hierarchical regression analysis 
were respondents’ preferences for specific design features, the number of jeans owned, 
how much was spent on a single pair of denim jeans, and how frequently denim jeans 
were worn. The “number of jeans owned” and “how much money respondents spent on 
one pair of denim jeans” were regrouped, based on previous research (Fadiga, 2003; 
Rahman, 2011; Rahman et al., 2010; Son, 2007; Wang & Tang, 2011; Wu, 2005), to have 
at least 15 responses per item to be used in the regression analysis. The variables 
“number of jeans owned,” “last time denim deans were purchased,” and “how much 
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money respondents spent on one pair of denim jeans” were also dummy coded as 
dichotomous variables with the majority of respondents as the constant in the model.  
The sociodemographic characteristics of work outside the home and where 
respondents go shopping were treated as dichotomous nominal variables. 
Sociodemographic variables that were dummy coded during data analysis were gender, 
race/ethnicity, religious or church preference, how often you go shopping, average spent 
on clothing, and payment method of clothing. Variables were regrouped to attain 15 
responses per item to be used in the regression analysis. The variables were then dummy 
coded as dichotomous variables with the majority of respondents as the constant in the 
model (gender – male, race/ethnicity – white, religious or church preference – 
Christian/Protestant, average spent on clothing per month – $1-$100, payment method for 
clothing – credit/debit card).  
 
Dependent Variable 
 The dependent variable in the hierarchical regression model was the purchase 





This chapter outlined where participants were recruited from and the IRB 
procedures that were followed to protect the participants who are minors. This chapter 
also went through the questionnaire itself and how the questionnaire was administered. 






 The buyer-decision process was used in this study to assess how quality attributes, 
personal and media influences, previous denim purchase behavior, and 
sociodemographics influenced adolescents’ consumer choices from the needs assessment 
to the purchase decision.  
The total number of respondents was 460 after eliminating three respondents who 
opted to not take the questionnaire or ended the questionnaire early. The majority of 
respondents were 18 years old (n = 176, 38.3%) and male (n = 228, 49.6%). They mainly 
identified as Christian or Protestant (n = 145, 31.5%), white or Caucasian (n = 235, 
51.1%), and not working for pay outside the home (n = 287, 62.4%). Respondents mostly 
shopped in store (n = 398, 86.5%) and paid less than $100 on clothing per month (n = 
238, 51.7%) with a credit/debit card (n = 254, 55.2%). Table 7 displays the 
sociodemographic characteristics of the respondents.  
 
Objective One: Identify the Quality Attributes and Personal and Media  
Influences Used When Determining to Buy Denim Jeans 
 
Frequency and percentage were reported for each item in the intrinsic, extrinsic, 
and cognitive attributes constructs, as well as personal and media influences. The mean 
and standard deviation for each construct were reported and analyzed using a real limits 




Sociodemographic Characteristics of Respondents (N = 460) 
Characteristic n % 
Age   
13-years-old  11  2.4 
14-years-old  7  1.5 
15-years-old  81 17.6 
16-years-old  88 19.1 
17-years-old  77 16.7 
18-years-old 176 38.3 
19-years-old  20  4.3 
Gender   
Male 228 49.6 
Female 202 43.9 
Othera  30  6.5 
Region of the U.S.   
South 210 45.7 
West 101 22.0 
Midwest  84 18.3 
Northeast  65 14.1 
Race/ethnicity    
White/Caucasian 235 51.1 
Black/African American  91 19.8 
Hispanic, Latino, Spanish Origin  68 14.8 
Otherb  66 14.4 
Religious or church preference   
Christian/Protestant 145 31.5 
Prefer not to answer  68 14.8 
Catholic  64 13.9 
Atheist  53 11.5 
Otherc 130 28.3 
Individual buying majority of clothes   
Parent(s)/guardian(s) 189 41.1 
Myself 142 30.9 
Both 112 24.3 
Hand me downs  17  3.7 
Work for pay outside home   
No 287 62.4 
Yes 173 37.6 
(table continues) 
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Characteristic n % 
Number of hours worked outside home per week 
> 10 hours per week  44 25.4 
10-25 hours per week  74 42.8 
26-40 hours per week  39 22.5 
40+ hours per week  16  9.2 
Days normally worked   
Mostly weekdays 66 38.2 
Both 63 36.4 
Mostly weekends 44 25.4 
Frequency of shopping for clothes   
1 or more times a week  33  7.3 
Once a month 181 39.4 
Once every 2-3 months  95 20.7 
Once every 4-6 months  59 12.8 
Once every 7-9 months  33  7.2 
Once every 10-12 months  32  7.0 
Never  30  6.5 
Average amount spent on clothes per month   
$1-$100 238 51.7 
$101-$200  58 12.6 
More than $201  43  9.4 
I do not buy my own clothes 121 26.3 
Payment method for clothing   
Credit/debit card 254 55.2 
Cash, check, or layaway 206 44.8 
Shopping place preference   
In-store 398 86.5 
Online  62 13.5 
a Other includes Gender Variant/Non-conforming, Not listed, and Prefer not to answer. 
b Other includes American Indian or Alaska Native, Asian, Native Hawaiian or Other Pacific Islander, 
Other (please specify), and Prefer not to answer. 
c Other includes Agnostic, Buddhist/Taoist, Hindu, Jewish, Latter-Day Saint/Mormon, Muslim/Islam, 




important, 1.50 to 2.49 = slightly important, 2.50 to 3.49 = moderately important, 3.50 to 
4.49 = important, 4.50 to 5.00 = very important. 
 
Intrinsic Attributes 
 The intrinsic attributes appearance of fabric on body subconstruct was important 
when deciding to buy a pair of denim jeans (M = 3.64, SD = 0.87). The intrinsic 
attributes physical composition subconstruct was moderately important when deciding to 
buy a pair of denim jeans (M = 3.25, SD = 0.83). The most important intrinsic attribute 
for the appearance of fabric on body subconstruct was comfort and fit, being “important” 
(n = 116) or “very important” (n = 262) for 82.2% of the respondents. The durability of 
fabric was the most important attribute for the physical composition subconstruct, with 
66.7% of respondents finding it “important” (n = 144) or “very important” (n = 163). 
Body perception, personal appearance, self-image, and amount of stretch were more 
important to females than males. Table 8 displays the frequency of responses for each 
level of importance of the intrinsic attributes, total and by gender, used when respondents 
decide to buy a pair of denim jeans. 
 
Specific Denim Design Preferences 
In general, 50.9% of the respondents (n = 234) preferred a tighter fitting pair of 
jeans, with females preferring the tighter fit over males (n = 137, 29.8%). This is 
confirmed by the preferred leg with 53.0% of respondents choosing “skinny” (n = 169) or 
“tapered” (n = 95) leg openings. These also reflected the top leg preference for females 























Attribute n %  n %  n %  n %  n % 
Physical composition 
Fabric thickness               
Male 32 7.0  44 9.6  69 15.0  59 12.8  24 5.2 
Female 13 2.8  31 6.7  74 16.1  49 10.7  35 7.6 
Othera 7 1.5  3 0.7  10 2.2  6 1.3  4 0.9 
Total 52 11.3  78 17.0  153 33.3  114 24.8  63 13.7 
               
Durability               
Male 11 2.4  16 3.5  48 10.4  69 15.0  84 18.3 
Female 4 0.9  17 3.7  40 8.7  69 15.0  72 15.7 
Othera 5 1.1  4 0.9  8 1.7  6 1.3  7 1.5 
Total 20  4.3  37 8.0  96 20.9  144 31.3  163 35.4 
               
Feel of fabric               
Male 15 3.3  35 7.6  57 12.4  59 12.8  62 13.5 
Female 5 1.1  14 3.0  46 10.0  69 15.0  68 14.7 
Othera 4 0.9  2 0.4  9 2.0  6 1.3  9 2.0 
Total 24  5.2  51 11.1  112 24.3  134 29.1  139 30.2 
               
Care of garment               
Male 44 9.6  46 10.0  68 14.8  31 6.7  32 7.0 
Female 40 8.7  23 5.0  42 9.1  37 8.0  25 5.4 
Othera 8 1.7  3 0.7  4 0.9  5 1.1  7 1.5 
Total 92 22.2  72 17.3  114 27.5  73 17.6  64 15.4 
               
Fiber content               
Male 62 13.5  55 12.0  58 12.6  36 7.8  17 3.7 
Female 46 10.0  46 10.0  47 10.2  40 8.7  23 5.0 
Othera 12 2.6  5 1.1  8 1.7  2 0.4  3 0.7 
Total 120 26.1  106 23.0  113 24.6  78 17.0  43 9.3 
               
Construction               
Male 25 5.4  29 6.3  74 16.1  59 12.8  41 8.9 
Female 9 2.0  24 5.2  68 14.8  58 12.6  43 9.3 
Othera 6 1.3  4 0.9  15 3.3  4 0.9  1 0.2 
























Attribute n %  n %  n %  n %  n % 
Appearance of 
fabric on body 
              
               
Aesthetics               
Male 29 6.3  33 7.2  54 11.7  56 12.2  56 12.2 
Female 6 1.3  20 4.3  45 9.8  48 10.4  83 18.0 
Othera 6 1.3  6 1.3  6 1.3  6 1.3  6 1.3 
Total 41  8.9  59 12.8  105 22.8  110 23.8  145 31.5 
               
Body perception, personal 
appearance, self-image 
             
Male 32 7.0  25 5.4  42 9.1  63 13.7  66 14.3 
Female 7 1.5  13 2.8  27 5.9  52 11.3  103 22.4 
Othera 7 1.5  3 0.7  4 0.9  5 1.1  11 2.4 
Total 46 10.0  41 8.9  73 15.9  120 26.1  180 39.1 
               
Color of denim               
Male 35 7.6  40 8.7  50 10.9  64 13.9  39 8.5 
Female 15 3.3  20 4.3  56 12.2  68 14.8  43 9.3 
Othera 7 1.5  4 0.9  11 2.4  3 0.7  5 1.1 
Total 57 12.4  64 13.9  117 25.4  135 29.3  87 18.9 
               
Amount of stretch               
Male 24 5.2  42 9.1  83 18.0  60 13.0  19 4.1 
Female 6 1.3  16 3.5  57 12.4  75 16.3  48 10.4 
Othera 6 1.3  2 0.4  7 1.5  13 2.8  2 0.4 
Total 36  7.8  60 13.0  147 32.0  148 32.2  69 15.0 
               
Comfort & fit               
Male 14 3.0  11 2.4  24 5.2  62 13.5  117 25.4 
Female 1 0.2  4 0.9  20 4.3  47 10.2  130 28.3 
Othera 4 0.9  1 0.2  3 0.7  7 1.5  15 3.3 
Total 19  4.1  16 3.5  47 10.2  116 25.2  262 57.0 
aOther includes Gender Variant/Non-conforming, Not listed, and Prefer not to answer. 
 
(n = 128, 27.8%), while female respondents preferred a high rise (n = 130, 28.3%). 
Overall, respondents preferred a darker colored jean (n = 244, 53.0%), but males 
preferred it more (n = 139, 30.2%). Respondents were evenly split between the fabric 
thickness preferences. Table 9 displays the frequency of responses for each design feature 




Preferences of Specific Design Features of Respondents 
 
Feature n % 
Fit preference   
Tighter   
Male  86 18.7 
Female 137 29.8 
Othera  11  2.4 
Total 234 50.9 
Looser   
Male  99 21.5 
Female  38  8.3 
Othera  10  2.2 
Total 147 32.0 
No preference   
Male  43  9.3 
Female  27  5.9 
Othera  9  2.0 
Total  79 17.2 
Color preference   
Darker   
Male 139 30.2 
Female  93 20.2 
Othera  12  2.6 
Total 244 53.0 
No preference   
Male 41  8.9 
Female 60 13.0 
Othera 10  2.2 
Total 111 24.1 
Lighter   
Male  48 10.4 
Female  49 10.7 
Othera  8  1.7 
Total 105 22.8 
Material thickness preference   
Thinner   
Male  75 16.3 
Female  75 16.3 
Othera  8  1.7 
Total 158 34.3 
No preference   
Male  75 16.3 
Female  66 14.3 
Othera  15  3.3 




Feature n % 
Thicker   
Male  78 17.0 
Female  61 13.3 
Othera  7  1.5 
Total 146 31.7 
Back pocket preference   
Plain   
Male 119 25.9 
Female 126 27.4 
Othera  13  2.8 
Total 258 56.1 
No preference   
Male  69 15.0 
Female  51 11.1 
Othera  15  3.3 
Total 135 29.3 
Designed   
Male  40  8.7 
Female  25  5.4 
Othera  2  0.4 
Total  67 14.6 
Rise preference   
Regular   
Male 128 27.8 
Female  53 11.5 
Othera  13  2.8 
Total 194 42.2 
High   
Male  19  4.1 
Female 130 28.3 
Othera  14  3.0 
Total 163 35.4 
Low   
Male  50 10.9 
Female  14  3.0 
Othera  3  0.7 
Total  67 14.6 
Ultra-low   
Male  31  6.7 
Female  5  1.1 
Othera  0  0.0 
Total  36  7.8 
Leg preference   
Skinny   
Male  53 11.5 
Female 108 23.5 
Othera  8  1.7 
Total 169 36.7 
(table continues) 
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Feature n % 
Tapered   
Male  56 12.2 
Female  16  3.5 
Othera  3  0.7 
Total 75 16.3 
Straight   
Male  53 11.5 
Female  8  1.7 
Othera  4  0.9 
Total  65 14.1 
Super skinny   
Male  12  2.6 
Female  46 10.0 
Othera  6  1.3 
Total  64 13.9 
Boyfriend   
Male  29  6.3 
Female  14  3.0 
Othera  6  1.3 
Total  49 10.7 
Bootcut   
Male  20  4.3 
Female  8  1.7 
Othera  1  0.2 
Total  29  6.3 
Flared   
Male  2  0.4 
Female  1  0.2 
Othera  2  0.4 
Total  5  1.1 
Wide leg   
Male  3  0.7 
Female  1  0.2 
Othera  0  0.0 
Total  4  0.9 
aOther includes Gender Variant/Non-conforming, Not listed, and Prefer not to answer. 
 
Extrinsic Attributes 
 The extrinsic attributes construct was moderately important for respondents when 
they decide to purchase a pair of denim jeans (M = 2.62, SD = 1.00). Respondents found 
the reputation of the manufacturer to be the most important with 36.1% ranking it as 
“important” (n = 99) or “very important” (n = 67). In general, males found these 
attributes to be more important than females. Table 10 displays the frequency of  
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Table 10 














Attribute n %  n %  n %  n %  n % 
Reputation of the 
manufacturer 
              
Male 44 9.6  36 7.8  53 11.5  59 12.8  36 7.8 
Female 37 8.0  48 10.4  53 11.5  35 7.6  29 6.3 
Othera 11 2.4  7 1.5  5 1.1  5 1.1  2 0.4 
Total 92 20.0  91 19.8  111 24.1  99 21.5  67 14.6 
               
Store               
Male 62 13.5  38 8.3  62 13.5  38 8.3  28 6.1 
Female 50 10.9  42 9.1  58 12.6  35 7.6  17 3.7 
Othera 15 3.3  5 1.1  4 0.9  2 0.4  4 0.9 
Total 127 27.6  85 18.5  124 27.0  75 16.3  49 10.7 
               
Brand               
Male 72 15.7  35 7.6  47 10.2  47 10.2  27 5.9 
Female 62 13.5  45 9.8  40 8.7  37 8.0  18 3.9 
Othera 18 3.9  1 0.2  6 1.3  4 0.9  1 0.2 
Total 152 33.0  81 17.6  93 20.2  88 19.1  46 10.0 




              
Male 71 15.4  46 10.0  57 12.4  37 8.0  17 3.7 
Female 71 15.4  44 9.6  39 8.5  37 8.0  11 2.4 
Othera 20 4.3  3 0.7  4 0.9  2 0.4  1 0.2 
Total 162 35.2  93 20.2  100 21.7  76 16.5  29 6.3 




responses for each level of importance of extrinsic attributes, total and by gender, used by 
the respondents in this study. 
 
Cognitive Attributes 
The cognitive attributes construct was moderately important for respondents when 
they decide to purchase of a pair of denim jeans (M = 2.89, SD = 1.27). The most 
important attribute in this construct was personal values, morals and religion with 39.8% 
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of the respondents ranking it “important” (n = 78) or “very important” (n = 105). Table 
11 displays the frequency of responses for each level of importance of cognitive 
attributes, total and by gender, used by the respondents in this study. 
 
Price 
 Price was found to be “important” (n = 145) or “very important” (n = 198) by 
74.5% of respondents. Table 12 displays the frequency of responses for each level of 
importance of price, total and by gender, used by the respondents in this study.  
 
Personal and Media Influences 
The overall personal and media influence on respondents was moderately 
important (M = 2.98, SD = 0.96). Friends were the most influential choice with 36.6% of 



















Attribute n %  n %  N %  n %  n % 
Personal values, 
morals, religion 
              
Male 62 13.5  31 6.7  52 11.3  38 8.3  45 9.8 
Female 45 9.8  32 7.0  34 7.4  35 7.6  56 12.2 
Othera 14 3.0  1 0.2  6 1.3  5 1.1  4 0.9 
Total 121 26.3  64 13.9  92 20.0  78 17.0  105 22.8 
               
Social awareness               
Male 57 12.4  33 7.2  70 15.2  36 7.8  32 7.0 
Female 48 10.4  31 6.7  54 11.7  34 7.4  35 7.6 
Othera 12 2.6  3 0.7  7 1.5  1 0.2  7 1.5 
Total 117 25.4  67 14.6  131 28.5  71 15.4  74 16.1 


















Attribute n %  n %  n %  n %  n % 
Price               
Male 14 3.0  14 3.0  45 9.8  64 13.9  91 19.8 
Female 5 1.1  3 0.7  24 5.2  74 16.1  96 20.9 
Othera 5 1.1  3 0.7  4 0.9  7 1.5  11 2.4 
Total 24 5.2  20 4.3  73 15.9  145 31.5  198 43.0 
aOther includes Gender Variant/Non-conforming, Not listed, and Prefer not to answer 
  
 
Celebrities were found to be “not important” to 56.5% of the respondents (n = 260). 
Personal and media influences were slightly more important for males than they were for 
females. Table 13 displays the frequency of responses for each level of importance of 
personal and media influences, total and by gender, used by the respondents in this study. 
 
Objective Two: Identify Past Purchasing Behaviors as Related to  
Denim Jeans 
 
Frequency and percentage were reported for each item in the design features 
specific to denim jeans and purchasing behaviors of respondents. Past purchasing 
behaviors of the respondents revealed 47.6% owned 1-5 pairs of denim jeans (n = 219), 
and jeans were worn occasionally by males (n = 75, 16.3%) or most weekdays by females 
(n = 58, 12.6%). The last time respondents generally bought denim jeans was within the 
last three months (57.4%, n = 264). And, on average, most respondents spent less than 
$40 on one pair of denim jeans (60.4%, n = 278). While the largest group of males would 


















Influences n %  n %  n %  n %  n % 
Personal               
Family               
Male 61 13.3  47 10.2  49 10.7  29 6.3  42 9.1 
Female 68 14.8  31 6.7  43 9.3  24 5.2  36 7.8 
Othera 13 2.8  5 1.1  4 0.9  2 0.4  6 1.3 
Total 142 30.9  83 18.0  96 20.9  55 12.0  84 18.3 
               
Friends               
Male 47 10.2  31 6.7  58 12.6  50 10.9  42 9.1 
Female 53 11.5  40 8.7  41 8.9  36 7.8  32 7.0 
Othera 12 2.6  5 1.1  5 1.1  4 0.9  4 0.9 
Total 112 24.3  76 16.5  104 22.6  90 19.6  78 17.0 
               
Media               
Social media               
Male 91 19.8  45 9.8  45 9.8  26 5.7  21 4.6 
Female 88 19.1  28 6.1  43 9.3  24 5.2  19 4.1 
Othera 19 4.1  2 0.4  3 0.7  3 0.7  3 0.7 
Total 198 43.0  75 16.3  91 19.8  53 11.5  43 9.3 
               
Movies               
Male 120 26.1  32 7.0  38 8.3  23 5.0  15 3.3 
Female 117 25.4  27 5.9  32 7.0  18 3.9  8 1.7 
Othera 19 4.1  3 0.7  4 0.9  1 0.2  3 0.7 
Total 256 55.7  62 13.5  74 16.1  42 9.1  26 5.7 
               
Television               
Male 117 25.4  28 6.1  48 10.4  20 4.3  15 3.3 
Female 114 24.8  23 5.0  36 7.8  19 4.1  10 2.2 
Othera 21 4.6  4 0.9  3 0.7  1 0.2  1 0.2 
Total 252 54.8  55 12.0  87 18.9  40 8.7  26 5.7 
               
Celebrities               
Male 117 25.4  42 9.1  42 9.1  14 3.0  13 2.8 
Female 124 27.0  32 7.0  28 6.1  14 3.0  4 0.9 
Othera 19 4.1  2 0.4  6 1.3  1 0.2  2 0.4 
Total 260 56.5  76 16.5  76 16.5  29  6.3  19  4.1 
               
Magazines               
Male 139 30.2  29 6.3  38 8.3  12 2.6  10 2.2 
Female 136 29.6  24 5.2  30 6.5  11 2.4  1 0.2 
Othera 21 4.6  7 1.5  1 0.2  0 0.0  1 0.2 
Total 296 64.3  60 13.0  69 15.0  23 5.0  12 2.6 
aOther includes Gender Variant/Non-conforming, Not listed, and Prefer not to answer 
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respondents in all other price categories than females. Table 14 displays the frequency of 
responses for purchasing behaviors, total and by gender, pertaining to denim jeans for the 
respondents in this study. 
 
Objective Three: Determine What Quality Attributes, Influences,  
Past Experience, and Sociodemographic Characteristics  
Predict Intention to Purchase Denim Jeans 
 
A hierarchical multiple regression was run to determine the factors that predict 
adolescents’ intention to purchase denim jeans. According to Fields (2009), six 
assumptions of hierarchical multiple regression are tested: independence of observations, 
linearity, homoscedasticity, noncollinearity of the independent variables, no outliers or 
influential points, and normality. There was independence of residuals, as assessed by a 
Durbin-Watson statistic of 1.96. Linearity was assessed by partial regression plots and a 
plot of the studentized residuals against the predicted values. There was 
homoscedasticity, as assessed by visual inspection of a plot of studentized residuals 
versus unstandardized predicted values. Multicollinearity was not an issue because the 
tolerance scores were greater than 0.1 and the VIF scores were less than 10. Two 
studentized residuals were greater than ±3 standard deviations, so those outliers were 
removed (Fields, 2009). After the outliers were removed, no other studentized residuals 
were greater than ±3 standard deviations. Leverage values did not exceed 0.2, and the 
values for Cook’s distance did not exceed 1. The assumption of normality was met upon 




Purchasing Behavior Pertaining to Denim Jeans 
 
Purchasing behavior n % 
Denim jeans currently owned   
1-5   
Male 117 25.4 
Female  89 19.3 
Othera  13  2.8 
Total 219 47.6 
6-10   
Male  59 12.8 
Female  74 16.1 
Othera  5  1.1 
Total 138 30.0 
11+   
Male  26  5.7 
Female  29  6.3 
Othera  5  1.1 
Total  60 13.0 
None   
Male  26  5.7 
Female  10  2.2 
Othera  7  1.5 
Total  43  9.3 
   
Frequency of wearing denim jeans   
Daily   
Male  43  9.3 
Female  38  8.3 
Othera  8  1.7 
Total  89 19.3 
Almost everyday   
Male  27  5.9 
Female  46 10.0 
Othera  4  0.9 
Total  77 16.7 
Mostly weekdays   
Male  43  9.3 
Female  58 12.6 
Othera  5  1.1 
Total 106 23.0 
Mostly weekends   
Male  14  3.0 
Female  12  2.6 
Othera  0  0.0 
Total  26  5.7 
(table continues) 
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Purchasing behavior n % 
Occasionally   
Male  75 16.3 
Female  39  8.5 
Othera  8  1.7 
Total 122 26.5 
Never   
Male  26  5.7 
Female  9  2.0 
Othera  5  1.1 
Total  40  8.7 
   
Last time denim jeans purchased   
0-3 months ago   
Male 128 27.8 
Female 124 27.0 
Othera  12  2.6 
Total 264 57.4 
4-6 months ago   
Male  34  7.4 
Female  35  7.6 
Othera  8  1.7 
Total  77 16.7 
7-9 months ago   
Male  17  3.7 
Female  12  2.6 
Othera  2  0.4 
Total  31  6.7 
10-12 months ago   
Male  10  2.2 
Female  9  2.0 
Othera  1  0.2 
Total  20  4.3 
13 or more months ago   
Male  20  4.3 
Female  17  3.7 
Othera  2  0.4 
Total  39  8.5 
Never   
Male  19  4.1 
Female  5  1.1 
Othera  5  1.1 








Purchasing behavior n % 
Average spent on one pair of 
denim jeans 
  
Less than $40   
Male 118 25.7 
Female 143 31.1 
Othera  17  3.7 
Total 278 60.4 
$41-$80   
Male  62 13.5 
Female  36  7.8 
Othera  1  0.2 
Total  99 21.5 
More than $81   
Male  16  3.5 
Female  2  0.4 
Othera  1  0.4 
Total  19  4.1 
Don’t know/Does not 
apply 
  
Male  32  7.0 
Female  21  4.6 
Othera  11  2.4 
Total  64 13.9 
aOther includes Gender Variant/Non-conforming, Not listed, and Prefer not to answer. 
 
The first model used only the quality attributes (intrinsic-physical appearance, 
intrinsic-appearance of fabric on the body, extrinsic, and cognitive). The model was 
significant, F (4, 452) = 28.92, p = .000, and the intrinsic attributes-appearance of fabric 
on the body subconstruct was identified as a significant predictor (p = .000). The R2 
value was .20, which indicated this construct accounted for 19.7% of the variance in 
intention to purchase.  
The second model built on the first model by adding respondents’ preferences for 
specific denim design features (tighter fit, darker color, thicker material, material doesn’t 
matter, plain pockets, regular rise, skinny leg), previous denim purchase behavior (owns 
1-5 pairs of denim jeans, purchased denim 0-3 months ago, spent less than $40 on one 
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pair of denim jeans), and how respondents pay for clothing (credit card). The second 
model was also statistically significant, F = (15, 441) = 14.36, p = .000. The intrinsic 
attributes-appearance of fabric on the body subconstruct was still a predictor. The 
addition of the variables in this model did make the cognitive attributes construct 
significant. The factors of tighter fit (p = .001), the purchase of denim jeans less than 3 
months ago (p = .000), and $40 or less spent on a pair of denim jeans (p = .001) were 
identified as significant predictors of purchase intention as well. When compared to 
looser fit and no preference, preference for tighter fit jeans showed a .32 greater intention 
to purchase denim jeans (B = .32). Respondents who had purchased denim less than 3 
months ago, compared to those that had never purchased denim or more time had elapsed 
since purchasing denim, also had a .36 greater intention to purchase denim jeans (B = 
.36). Finally, every one-unit increase for those that spent more than $40 on a pair of 
denim jeans estimated a .17 decrease in intention to purchase denim jeans (B = -.17). The 
R2 value increased from the first model by .12, accounting for an additional 12.4% of the 
variance in regards to purchase intention.  
Finally, the third model included all of the aforementioned factors as well as 
sociodemographic characteristics (age, male, white or Caucasian, Christian/Protestant, 
work for pay outside the home, and doing the majority of shopping in store). Model three 
statistically significantly predicted 34.7% of the variance, R2 = .35, F(21, 435) = 10.99, p 
= .000, adjusted R2 = .32. Males were a significant predictor (p = .013); males had less 




Hierarchical Multiple Regression Predicting Intention to Purchase Denim Jeans from 
Quality Attributes, Previous Denim Purchase Behavior, and Sociodemographics 
 
 Intention to purchase denim jeans 
──────────────────────────── 






Variable  B 𝛽 B 𝛽 B 𝛽 
Constant 1.62  2.18  1.52  
Intrinsic attributes-physical composition  .03 .03  .06  .05  .04  .04 
Intrinsic attributes-appearance of fabric 
on body 
 .43*** .38  .25***  .22  .22***  .20 
Extrinsic Attributes  .08 .08  .07  .07  .09  .09 
Cognitive Attributes  .07 .09  .07*  .09  .07* .10 
Tighter fit    .32***  .16  .27** .14 
Darker color    -.04  -.02  -.02 -.01 
Thicker material    .04  .02  .06  .03 
Material doesn’t matter    .05  .02  .07  .03 
Plain pocket design    .07  .03  .06  .03 
Regular rise    -.16  .08  -.09 -.05 
Skinny leg    -.04  -.02  .03  .01 
Owns 1-5 pairs of denim jeans    -.14  -.07  -.13 -.06 
Purchased denim 0-3 months ago    .36***  .18  .36*** .18 
Spent less than $40 on one pair of denim 
jeans 
   -.17*** -.18  -.16*** -.17 
Pay for clothing with credit card    .12  .06  .11  .05 
Age      .06  .08 
Male      -.23* -.12 
White or Caucasian      .04  .02 
Christian/Protestant     -.10 -.05 
Work for pay outside the home     -.05 -.02 
In-store shopping     -.03 -.01 
R2  .20   .33   .35  
F  8.92***  14.36***   11.00***  
ΔR2    .12   .02  
ΔF   7.42  2.06  
Note. N = 456. *p < .05, **p < .01, *** p < .001. 
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Final Conceptual Framework  
 
 Personal and media influences were not included in the hierarchical multiple 
regression. Figure 5 shows the final conceptual framework that was used to analyze 




 Denim attributes that were found to be important to adolescents included comfort 
and fit, price, durability, and body perception. A hierarchical multiple regression included 
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to purchase denim jeans included intrinsic attributes-appearance of fabric on the body, 
cognitive attributes, tighter fit, and purchased denim in the last three months. Significant 
predictors that decreased respondents’ intention to purchase denim jeans included 
spending more than $40 on one pair of denim jeans and gender. The final conceptual 




CONCLUSIONS AND RECOMMENDATIONS 
 
The final conceptual framework incorporated the buyer-decision process with the 
product attributes, purchasing behavior related to denim jeans, and sociodemographics. 
The findings of this study provide manufacturers with information about U.S. adolescent 
denim jean attribute preferences. Some of these preferences, behaviors, and 
sociodemographics also predicted adolescent intention to purchase denim jeans. This 





Objective 1 for this project was to “Identify the product attributes and influences 
used when determining to buy denim jeans.” Product attributes and influences are not 
generally independent of each other, but studying them individually has the ability to 
identify which ones are more influential than others. Participants identified the level of 
importance for each intrinsic, extrinsic, and cognitive attribute, as well as personal and 
media influences. As they determined how influential these attributes were, respondents 
were going through the information search and the evaluation of alternatives stages of the 
final conceptual framework. The importance of these attributes is discussed in light of 
previous research and what new findings came from this study. Possibilities as to why 
personal and media influences did not show to be significant are discussed. 
Intrinsic attributes. Overall, respondents ranked fit and comfort, durability, and 
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feel of fabric one, two, and four, respectively, to be the most important. This was 
consistent with previous research where, in order, fit, comfort, durability, and feel of 
fabric were the top four intrinsic characteristics used by consumers for denim jeans 
(Morris & Prato, 1981). The attribute of comfort and fit was considered the most 
important for the intrinsic attributes-appearance of fabric on the body subconstruct by this 
study’s respondents, which supported the research that has been done. In other denim 
jeans studies, comfort and fit was rated as number one, or highly, across age groups, 
genders, and countries (Auty & Elliott, 1998; Binwani, 2014; Herbst & Burger, 2002; 
Jegethesan et al., 2012; Jin et al., 2010; Morris & Prato, 1981, Rahman, 2011; Rahman, 
2012; Rahman et al., 2010; Shin et al., 2013; Upadhyay & Ambavale, 2013; Wu, 2005).  
Respondents valuing durability of their denim jeans the most for the intrinsic 
attributes-physical composition subconstruct was also consistent with previous research. 
Durability could be seen as an aspect of performance, along with the care of a garment, 
shape retention, and longevity (Hines & O’Neal, 1995; Swinker & Hines, 2005). Özdil 
(2008) tested the performance and comfort characteristics when various percentages of 
elastane were added to denim. The aspect of fabric durability he tested included strength, 
rigidity/softness, stretch/recovery, and bagging. Adding elastane to denim increased 
stiffness and decreased the strength to the fiber, but it also increased comfort for the 
consumer. This supported the findings of this study because comfort was ranked above 
durability. Consumers are willing to sacrifice some durability for comfort. 
The feel of fabric being important, specifically for the intrinsic attributes 
subconstruct of physical composition, was not surprising because the feel of fabric is a 
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contributing element to the comfort and fit of an article of clothing (Rahman, 2011). 
Also, the feel of the fabric has shown to have quality associations for consumers 
(Rahman, 2012). Fabric thickness did not yield results on being important to consumers 
because respondents were evenly split between fabric thickness preferences. Respondents 
want their denim jeans to be durable, but they may not see fabric thickness as a 
contributing factor. This might also be accounted for in adolescents focusing more on 
other attributes like comfort, fit, and self-image. Fabric thickness being a less important 
attribute could also be adolescents’ lack of focus on sustainability in the fashion world 
(Joy et al., 2012).  
Body image perception was also an important attribute in the intrinsic attributes 
for the appearance of fabric on the body subconstruct. “In other words, if the jeans do not 
satisfy a consumer’s image requirements, they will not be perceived to be well cut or 
comfortable either” (Auty & Elliott, 1998, p. 7; Rahman, 2012). Rahman found a 
correlation between body perception and darker jeans; consumers perceived the darker 
jeans to be more flattering and slimming. They also found aesthetics of jeans to be tied to 
body image, which supported the findings of this study with both attributes being 
important to respondents (Rahman, 2012; Rahman et al., 2010).  
Aesthetics, or the design of a garment, being important for the respondents was 
supported by the research. The look of a garment was often evaluated in tandem with 
other high ranked intrinsic quality attributes. Aesthetics was a factor in determining the 
quality of an article of clothing (Hines & O’Neal, 1995; Klerk & Lubbe, 2008; Swinker 
& Hines, 2005), as well as a contributing factor of fit perception (Feather et al., 1996). 
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And finally, fiber content was found to be the least important intrinsic attribute for 
consumers, which was consistent with previous research (Morris & Prato, 1981). 
The intrinsic attributes of comfort and fit, durability, body perception and 
aesthetics were not only of high importance in their subconstructs, but also for the 
attributes as a whole. This may show the importance of having denim jeans physically 
present for adolescents. It would allow them to examine the product while going through 
the buyer-decision process steps of looking for and evaluating the information for 
purchase.  
 Extrinsic attributes. Reputation of the manufacturer was identified as the most 
important extrinsic attribute. This attribute has not been studied in the context of denim 
jeans, so having it be the most important extrinsic attribute to respondents was 
interesting. This finding could be showing how adolescents’ search for a product goes 
beyond the physical image they will portray. Their clothing could also represent a cause 
they may stand for, their personal values, or social awareness of products.  
When reputation of the manufacturer was compared to the results of the intrinsic 
construct, the level of importance it yielded was only more than two attributes (care of 
garment and fiber content). Store and brand were only more important than fiber content. 
This confirms previous research that extrinsic attributes are not nearly as important to 
consumers as intrinsic attributes (Olsen & Jacoby, 1972; Rahman, 2011; Rahman et al., 
2010). The store being identified as less important was also in line with Wu (2005) who 
found the store to be of low importance when choosing denim jeans. With these attributes 
being so low in importance to respondents, this suggested these attributes should not be 
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an important focus for denim research.  
Brand was an unimportant extrinsic attribute in this study. It was considered 
“slightly important” or “not important” by 50.6% of respondents. This was not congruent 
with previous research when TRU Teenage Marketing and Lifestyle Study (1997), 
published in Wollbrink (2004), found 40% of teen girls said brand choice was important 
when buying jeans, and 62% of teens stated they bought the same brand of jeans the last 
two or three times they went shopping. Herbst and Burger (2002) found that adolescents 
were willing to switch brands if the price becomes too high, but they also found that 
brand was the most important extrinsic attribute for adolescents when selecting denim 
jeans. The willingness to switch brands due to peer influence might be a contributing 
factor to brand not being perceived as important to the respondents in this study. This 
would be an area to explore if peers were seen as an important personal influence when 
choosing denim jeans, but in this study most of the respondents were about evenly spilt 
on the 5-point Likert scale (1 = not important to 5 = very important) when they 
determined the importance of peer influence. The finding of this study supported the 
research that stated there was a decrease in brand loyalty among adolescents due to 
increased brand options (Zollo, 1991).  
Brand may not be an important factor for teens because, due to the affect-referral 
process, they have already subconsciously made that decision (Bayraktar et al., 2015; 
Mitchell & Walsh, 2004; Slovic et al., 2007; Teas & Agarwal, 2000). This means they 
might not “look for,” as the questionnaire instructions state, brand when determining to 
buy a pair of denim jeans. In other words, they are using their knowledge from previous 
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denim purchases to make their current purchase decisions. Another factor might be that 
41.1% of the respondents’ parent(s)/guardian(s) buy their clothing, so the stores and 
brands they wear might be limited to what was willing to be bought for them. This idea 
could be refuted by studies that showed that adolescents have a significant influence on 
household spending (McNeal, 1987; Zollo, 1999).  
Conformity to surroundings, popularity, and status was the attribute with the 
lowest level of importance. This low level of importance could also be affected by the 
even split of respondents relying on peers to help make their denim decisions. In previous 
research, brand was used to portray social status (O’Cass, 2002; O’Cass & Frost, 2002; 
Truong et al., 2008) and to conform or differentiate themselves from those around them 
(Wade, 2011). There has also been an increase in the number of available denim brands 
(Zollo, 1999). Adolescents might not use denim to portray social status or differentiation 
from society because of the ubiquity of denim jeans in society and the increasing number 
of denim choices. With the increase of brand and store options, it may have also lessened 
their importance in the buyer-decision process when looking for information on a 
product. This might be because consumers are no longer limited to brands and stores in 
their geographical area.  
Cognitive attributes. Cognitive attributes are often the lens through what the 
intrinsic and extrinsic attributes are filtered through. The cognitive attributes of personal 
values, morals, religion, and social awareness were fairly evenly split for respondents in 
terms of importance. This finding was not surprising because of the number of 
confounding variables that make up the attributes in this construct: which religion a 
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person belongs to (Bailey & Sood, 2017), level of religiosity (Mathras et al., 2016; 
Minkler & Cosgel, 2004; Ursanu, 2012), major or minor religion in the area (Greeley, 
1963), and the pervasive social and economic system around the respondents (Hawkins et 
al., 1997).  
Price. Price was considered an important product attribute for adolescents. This 
was probably due to the association between price and perceived quality. Several studies 
discovered that the most expensive jeans did not offer the best performance quality. This 
study’s finding contradicts Rahman’s (2011) hypothesis that price was not an important 
attribute for denim jean consumption. The difference in the importance of price could be 
accounted for because of difference of culture, age, and gender. Rahman’s (2011) study 
was conducted in Canada with college-aged women.  
While most of teenagers’ funds are for discretionary spending, they still have a 
smaller income than adults. Clothing is not their primary source of spending. With most 
respondents paying less than $40 on one pair of denim jeans, price being an important 
attribute may account for denim jeans being reasonably priced. This also showed that 
most respondents were not looking to buy premium denim (> $130) (Wade, 2011). 
Adolescents could also be taking price cues from their parents or guardian (Mascarenhas 
& Higby, 1993; Moschis et al., 1984; Yoh, 2005), as most respondents had their parents 
or guardians paying for all or part of their clothing.  
While looking for information and evaluating the alternatives, consumers may 
look at price independently or in tandem with other attributes. The importance of price to 
the respondents in this study could also be a reflection of their personal values and 
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sociodemographics. For example, the price a consumer is willing to pay may be swayed 
based on the attributes present in the denim or by their gender.  
Personal and media influences. Overall, the personal and media influences in 
this study did not show to be important to respondents. This might be due to how the 
question was ask. Initially, the cognitive attributes, personal influences, and media 
influences were in one construct.  
Personal influences. Shin et al. (2013) found that there was no difference 
between teens and college students when it came to the personal influences of friends, 
family, and celebrities. But overall, they found only 34.6% of their teen respondents were 
influenced by friends, 21.8% by family, and 5.1% by celebrities. This was similar to the 
respondents of this study. This study found that friends (36.6%), family (30.3%), and 
celebrities (10.4%), respectively, were identified as “important” or “very important” 
personal influences to the respondents. 
Peers had the most personal influence with 36.6% of the respondents indicating it 
was “important” (n = 90) or “very important” (n = 78). Being the most influential 
personal source was in line with previous research (Makgosa & Mohube, 2007; Niu, 
2013; Shim & Koh, 1997; “Teen Consumer Spending Statistics,” 2017). Personal 
sources, including peers, were also were said to be the most influential during the early 
stages of the buyer-decision process (Ahmad, Vveinhardt, & Raheem, 2014; Kotler & 
Armstrong, 2016; Silva et al., 2017). However, in this study, the influence is not very 
high at the intention stage of purchasing denim. In Shim et al. (2013), peer influence was 
second to nobody influencing their denim purchase. Peers were also said to be a major 
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factor in brand choices (Kaiser, 1990; Simpson et al., 1998; Kasser & Kanner, 2004), but 
this study found neither to be highly influential factors for adolescents when purchasing a 
pair of denim jeans. 
 Peers were also more influential for males’ purchasing behavior than females 
(Maurya & Sharma, 2014). In this study, peers might have been more influential with 
male respondents because males go shopping less than females. For males, it might be 
more convenient to buy what their friends are wearing, than to go through all of the 
options at the store. They might move through the steps of the buyer-decision process 
quickly and then relay to their parent or guardian what they want or buy the product. It 
also might be that males have a stronger desire to fit-in, while females seek for more 
unique pieces for their wardrobe. Generally, males have fewer body types and style 
options than women, so it would be easier for them to fit-in and buy what their peers are 
wearing.  
Denim jeans are a ubiquitous item to own. Childers and Rao (1992) found that 
consumers did not generally find peer influence in publicly consumed necessities, like 
everyday clothing. The influence of peers goes down even further with privately 
consumed necessities. Denim jeans could fall into either of these categories. Adolescent 
consumers might focus on their previous denim purchase behavior rather than look to 
peers to find new information. This could explain why peer influence was low in this 
study. Most of the respondents of this study owned up to 10 pairs of jeans and spent $40 
or less on a single pair. Premium denim could be as expensive as $130 or higher (Wade, 
2011), making it a luxury item and potentially subject to more peer influence. It has also 
78 
been suggested that peer influence goes down as an adolescent gets older, due to them 
discovering their own identity (Mascarenhas & Higby, 1993; Steinberg & Monahan, 
2007); almost 60% of this study’s respondents were between 17- and 19-years-old. This 
shows the role sociodemographics could play on a respondents’ intention to purchase 
denim jeans.  
 Parent influence over consumer behavior happens when they are young (Schunk 
& Pajares, 2002; Yoh, 2005) and indirectly through their child(ren) observing them 
(Mascarenhas & Higby, 1993; Moschis et al., 1984; Ward et al., 1977; Wollbrink, 2004). 
It is also higher at the time of purchase, than at the early stages of the buyer-decision 
process (Silva et al., 2017). This study did not align with previous research of parent 
influences over purchases. This might be explained by the fact that this study looked at a 
specific clothing item, instead of fashion in general. Parental influence over denim jean 
purchasing could also be due to publicly  and privately consumed necessities being more 
influenced by family (Childers & Rao, 1992; Makgosa & Mohube, 2007). 
 Media influences. The respondents of this study did not find media to be 
important when looking for information and evaluating denim options. Just as peers 
become less influential as a person ages, so does advertising ploys (Moschis & Churchill, 
1979). “Teen Consumer Spending Statistics” (2017) and Shin et al. (2013) found teens to 
be much more influenced by magazines, 68% and 31%, respectively, than in this study. 
In this study, magazines were the least influential type of media with 7.6% of the 
respondents considering it “important” (n = 23) or “very important” (n = 12). This might 
be explained by a movement away from printed material, but 20.8% of the respondents of 
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this study indicated social media was “important” (n = 53) or “very important” (n = 43). 
This does not come close to the influence magazines had on denim jeans measured by 
Shin et al. (2013).  
Celebrity influence was not consistent with previous research. Celebrities were 
more influential than parents for teen girls looking for the latest trends, including apparel 
trends, with 33% of their respondents citing celebrities as an influence (“Teen Consumer 
Spending Statistics,” 2017). Maurya and Sharma (2014) also found that celebrities were 
important figures for adolescents when making fashion purchase decisions. In this study, 
celebrities were an unimportant influence. Similarly, celebrities were the least influential 
source on purchasing denim jeans for teens and adults; this contradicts many apparel 
companies’ marketing strategies that use celebrities (Shin et al., 2013). 
 
Objective Two 
Objective two of this project was to “Identify past purchasing behaviors as 
related to denim jeans.” Previous denim purchasing behaviors can influence consumers’ 
intention to purchase denim jeans because they already have experience with the product. 
Consumers have already collected information on what they liked or disliked about a pair 
of denim jeans, how many pairs they need to function in their wardrobe, how much use 
they will get out their purchase, how often they need to replace their denim, and how 
much they are willing to spend. These are all factors that can narrow the search for a pair 
of denim jeans and what options a consumer is willing to entertain.  
Denim purchasing behaviors for the respondents in this study were fairly 
consistent with the previous denim research. Respondents spending less than $40 on a 
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single pair of denim jeans confirmed previous research. The average purchase price of 
denim was $46.43 (“Denim Jeans Industry Market Analysis,” 2018), which was slightly 
higher than the purchase price of this study and previous research. This could be 
explained by the majority of past denim research being conducted on college students, 
who have limited discretionary spending.  
Respondents wore denim “occasionally” and “most weekdays,” while in Rahman 
(2011) they identified being worn “almost every day” as a more common response. This 
shift in frequency of wearing denim jeans could be due to athleisure leggings, jeggings, 
and tights as popular leg-wear. The respondents of this study owned a few less denim 
jeans and bought denim within a three-month time period, as opposed to a six-month time 
period. In previous studies, most respondents owned five to 10 pairs of denim jeans while 
in this study most owned one to five pairs. The time-elapsed since respondents bought 
denim and owning less denim could speak to the quality of denim that was being 
purchased. These small discrepancies might also be accounted for in the age of the 
respondents in this study being younger.  
 
Objective Three 
Objective three of this project was to “determine what quality attributes, 
influences, past experience, and sociodemographic characteristics predict intention to 
purchase denim jeans.” The intention to purchase denim jeans had the potential to be 
influenced by many factors. In this study, the significant quality attributes were intrinsic 
attributes-appearance of fabric on the body, cognitive attributes, and tighter fit. These 
factors were important contributors to respondents as they went through the information 
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search and evaluation of alternatives in the buyer-decision process. Significant past 
purchasing behaviors included if respondents had purchased denim in the last three 
months and the price of one pair of denim. The only significant sociodemographic 
characteristic was gender.  
The intrinsic attributes subconstruct of appearance of fabric on the body was a 
significant predictor of intention to purchase across all three models. The most important 
attribute in this subconstruct was “comfort and fit” and was also shown to be a significant 
predictor of intention to purchase for respondents. As tighter jeans are preferred, in 
comparison to looser fit and no preference, there is a greater intention to purchase denim 
jeans (B = .27). This further confirmed the finding that fit was important to consumers 
when selecting denim jeans. While fit is relative to the wearer, tighter fit being preferred 
could also be seen in leg preference where all but 8.3% (6.3% bootcut, 1.1% flared, 0.9% 
wide leg) of the respondents preferred a straight leg or a leg with some sort of taper.  
Cognitive attributes were also found to be a significant positive predictor of 
intention to purchase denim jeans. The increased consumer awareness of sustainability in 
the fashion industry could explain the significance of this construct (Fernando, 2007). 
This was an interesting finding because, while personal influences did not influence 
denim purchasing on their own, the attributes in the cognitive construct are shaped by 
personal influences (Desrosiers, Kelley, & Miller, 2011). This might show that personal 
influences have a greater impact in adolescents’ lives, but they did not recognize the 
effect. Cognitive attributes may also be a significant predictor of adolescent denim 
purchasing because Generation Z wants a cause to stand up for more than past 
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generations. The clothing that they wear can be more than just useful, but also have a 
story behind it. 
Respondents that had purchased denim in the last three months showed a positive 
significant effect on purchase intention. This may be accounted for denim jeans recently 
being an object of research and purchase. They may have used the denim they just bought 
as a point of reference when responding to the questionnaire.  
Finally, for every unit of increase on the price denim jeans over $40, there was a 
decrease in the likelihood respondents would purchase. This might be due to the limited 
funds of the respondents and, according to Piper and Jaffray (2018), teens still spend 
most of their money on food. Males also showed a significant decrease in intention to 
purchase denim jeans over their female counterparts. This might be accounted for in that 





Personal and media influences were not important factors in this study when 
choosing denim jeans. This may be different if another article of clothing was studied, 
like a prom or wedding dress. The research suggested that family influence during 
shopping went up when it came to following cultural norms in special occasions (Ahmad 
et al., 2014; Kotler & Armstrong, 2016; Mascarenhas & Higby, 1993). The amount of 
peer and media influence could also be influenced by how often a person goes shopping, 
so questions involving frequency of shopping could be included on the instrument. 
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Generally, the more a person goes shopping the more likely they are to rely on peer input 
for their purchase (Kinley et al., 2010; Mangleburg et al., 1997; Mascarenhas & Higby, 
1993; Moschis & Churchill, 1987). 
Denim could be a publicly or privately consumed necessity, where, in both cases, 
family influence is higher than peer influence (Childers & Rao, 1992). Future research 
could ask who adolescents went shopping with or who is generally present at the time of 
purchase. This could also be done through observational research of adolescents at 
shopping centers. It could be observed who is with them and if adolescents are asking for 
the opinions of those in their party. 
Lennon and Fairhurst (1994) suggested that there could be discrepancies in 
evaluating product attributes if the garment is present at the time of evaluation or not. 
This study could be repeated with physically present denim jeans as the respondents 
answer the questions. The study could be modeled after research conducted by Rahman 
(2012) with a smaller sample size, qualitative methods, and jeans that are physically 
present, but with a younger age group.  
A longitudinal study could also be conducted with this research. This would 
create an understanding of denim preferences as a generation gets older. The study could 
show if there is a move away from tighter fitting denim, similar to the fit of athleisure 
wear, as a person ages.  
Additional research could better determine which specific attributes are 
influencing intrinsic attributes-appearance of fabric on body and cognitive attributes to be 
significant predictors of adolescent denim purchasing. Influential factors of this study 
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could also be studied by gender to see if there were significant differences. Study these 
attributes with adolescents through the lens of quality, price, or brand. Each of these are 
more ambiguous consumer concepts that usually require other attributes to definitively 
assess their value. In previous research, many of the attributes in this study could be used 
to assess these concepts. Finally, since athleisure wear is what took a portion of the 
denim market, repeating this study with athleisure wear and comparing the results could 
be useful. 
Future research should adjust items in the instrument. The attribute questions 
were worded as “Rank each of the attributes you look for when determining to purchase a 
pair of denim jeans.” This phrase could be changed to “how important is the following 
when purchasing a pair of denim jeans?,” with the Likert-scale going from “not 
important” to “very important.” This change of phrasing might have had an impact on 
how respondents answered, especially in the cognitive attributes and personal and media 
influences. Other changes to the instrument that could be made include splitting comfort 
and fit and measuring them as two different attributes. While they are closely related, 
they could be seen as different and yield different results of importance to consumers. 
Finally, including “Nobody” and “None” as answer options for personal and media 
influences would align more closely to previous literature (Shin et al., 2013). Including 
these as options might have made the results for these constructs more complete. Finally, 
household income could be added to the sociodemographics to test the significance of 
that factor.  
Manufacturers should be finding the latest trend forecasting reports and studies to 
85 
know what styles are going to be the most relevant in the coming fashion season. Rahman 
(2011) found high rise was not preferred because it was out of style, while Young (1979) 
discovered high rise was preferred. This showed that consumer denim preference is 
subject to the current trends. In this study, regular rise for males and high rise for females 
were the preferred rise of denim. Manufacturers should also continue to expand the social 
awareness and communication with consumers about their sustainable practices. They 
have the opportunity to educate consumers on sustainable fashion choices to decrease the 
environmental impact the denim industry has on the environment. Finally, intrinsic cues, 
specifically appearance of the fabric on the body, continue to be more important to 
consumers than extrinsic cues. Manufacturers and retailers should focus their production 
and marketing on comfort and fit, body perception, aesthetics, stretch, and color of the 
denim.  
This study was looking at mainstream denim. Consumers of high-end denim may 
value different attributes than those that purchase mainstream denim. Manufacturers need 
to be aware of these differences that may exist in their consumers. Manufacturers often 
have high- and low-end lines. If manufacturers are trying to target a mainstream U.S. 
adolescent, then they probably should not price their denim over $40.  
Family and Consumer Science educators should use this information to show 
students how to reflect on personal product preferences and how they may have changed 
over time. Being able to verbalize specific likes and dislikes of a product could help 
students be smarter consumers. Landgren and Pasricha (2011) also suggested fashion 
educators have a great opportunity to incorporate sustainability into the curriculum, next 
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to price and performance aspects of clothing, to train students to be well-informed 
consumers. This suggestion is also in alignment with the FCS body of knowledge to 
teach people how to use resources in sustainable ways (Canabal & Winchip, 2004; 





This chapter reviewed the findings of the study and discussed their alignment with 
previous research. Future research recommendations were given to extend this 
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